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of the YALE Screen Door 
Closer Advertisement in 
the April llth issue of 
The Saturday Evening Post. 


Reproduction 








Sold by al// 








HARDWARE 
DEALERS 


Look for the name YALE on any 


fF YOU want to make real friends 


of the families in your community, 
show them how to end the annoyance 
of slamming screen doors. The above 
advertisement will bring the story of 
YALE Screen Door Closers into millions 
of responsive homes. There are three 
YALE models — No. 570, liquid type 


CONTROL THOsE® 


SLAMMING 
. SCREEN DOORS with 


RS, 


w por® 
xt Wi 1@)8) J on HEAVIER DOORS 


S STAMFORD toy VALE & TOWNE MFG. Co. 


USE LARGER YALE 


Canadian Div; sion, ST. CATHARINES, ONT. 


Ketel ays plete): Makes 3: yOu use. 


closer to retail at $4.50 and Nos. 504 
and 506, spring-pneumatic type, $1.50 
and $2.00 respectively, to meet all 
requirements of your trade. Take 
advantage of this quick-action profit 
opportunity. Sell quiet...sell comfort... 
sell YALE Screen Door Closers. Get in 
a stock now—keep them displayed. 


See your jobber quickly or write us direct 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A 
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There's the warmth and zest of a spring morning ina gleam- 
ing house . .. a house painted with SWP. There's a pride 
and contentment in living in it in having your neigh- 
bors appreciate it as part of their community. 


SWP is the best known and most widelv «0A *--- 


repeat, are for your pride and satisfaction in your home's 
lasting beauty and protection 

Hours and pages could be spent telling you how Sherwin- 
Williams Paints—SWP for your house, Flat-Tone and Semi- 
ooms—are made, and why these are 
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paint in America. Years of resear: 
years of work .. have establishe: 
those years have brought pleasure 
brought beauty and protection 
All the qualities the smooth 
uniform mixture that brushes so ea 
... the sun-fast colors, true-toned an 
the longest life i: 


portant in your painting costs. A 


glossy surface 
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PAINTS 
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OW are seeing these Sherwin-Williams 





ening to the pleasure and value in “beauty and 
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i . The people you know are awa ng 

ae aa een yore 8 them at every Sherwin-Williams dealer's store. Sherwin 
ingi ects and customers the message t 

aan. Ghcreta WPileaee dealers are the leaders in painting 


Make this a Number 1 Paint Sales Year with SHERWIN-WILLIAMS 


-Williams is 


hat makes 1936 a paint—and painting 
message, paint, and paint sales. 
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Che Eclipse Franchise 


The Ec P% Machine Company, of Pre Pphetstown, II takes 











pleasure in appointing. __ Smith Hardware 


a american City, U.S.A. 





the exclusive Eclipse Hand Lawn Momer d 
’ F 





ake in their 


trading area for the year 19 36 






In consideration of 





the Reanting of this franchise the 





above 
mentioned dealer agrees to purchase 25 






Eclipse model hand lawn mowers during 





the year covered 


by thus franchise, Y 
Signed 7 v , a 
Disses 4. 


Vietor Erwin 
& wy 


ne Has teory Mepreren 


| 


APR ILGL IM, 






fi 


Accepted February 2 236 


Eclipse Machine Compan 








Ask 










Eclipse ‘vital distinctions” . . . automatic 
self-sharpening and finger tip adjust- 
ment... will put your Lawn Mower 
business on a much higher profit level. 
These features turn ordinary Lawn Mower 
buyers into enthusiastic Eclipse owners. 
The result, bigger volume — more profits. 











Eclipse Power Mowers enable you to 
take advantage of the trend to economy 
thru power. Three sizes meet every mow- 
ing need. Priced from $137.50 up, f. 0. b. 
Factory. 


ECLIPSE LAWN MOWER CO. **°rttinois 








‘ 


APRIL 9, 1936 









BULL DOG CORD 


2- braid. The leading 
brand of high quality garden 
hose. Attractive wide corru- 
gations. Distinctive chocolate 
brown color. For discriminat- 
ing home owners, estates, parks, 
contractors, country ‘clubs. 


VIGILANT—2-braid. 


Oar largest selling brand of 2- 
braid garden hose. High enough 
in quality to be considered a 
strictly high grade hose, yet low 
enough in price to command a 
large volume of sales and repeats. 


VIXEN —1-braid. Buit 


to supply the demand for a 
popular priced hose that will 
give satisfactory service. 


Deni overtook THIS INE/ KER 
S. 


The new Tiger! Astonishing value. A low price hose 
that you can sell on a quality basis. Enables you to 
meet all low-priced competition. Built with cotton cord 


carcass, well braided, with fine ribbed corrugations. 





THE BOSTON NOZZLE 


Most imitated nozzle made. Never equalled in quality. Fastest 
seller. Simply and heavily constructed. Gives a perfect spray. 


BOSTON WOVEN HOSE & RUBBER CO., BOSTON, MASS. 


6 








® Consistently improved in- 
stead of cheapened. All 3 
havea strong cotton cord car- 
cass. All 3 known by names 
recognized everywhere. 
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The He WRIST BEN 


A new, handsome, sturdy timepiece 
to retail for $3.95 


ERE’S news that is news! The pic- 
ture above introduces the new 
Westclox Wrist Ben! 





Important 
Wrist Ben Selling Features 


Chrome plated case 

e 

Rich two-tone silvered dial 
* 

Stainless steel back that will not 
discolor the wrist 

* 

Equipped with second hand 
» 

Rustproof hair spring 
s 
Sturdy movement regulated to run 
in any position 
o 
Smooth wind—easy to set 

* 

Clear, non-breakable crystal 
= 

Adjustable chrome plated link 

bracelet or black calfskin strap 
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Now — Wrist Ben is ready! And at 
$3.95 —you’ll agree it’s a “ten strike.” 
Examine it closely. Note its flawless 
finish, its sturdy, trim good looks. Yes 
-it’s a Westclox—built by Westclox 
craftsmen—quality, through and through. 
Look at the features! Every one an 
important selling reason why your 
customers should prefer Wrist Ben. 


Big National Campaign 


The Saturday Evening Post campaign 
on the new Wrist Ben starts June 20th 
with a striking full page advertisement 
reaching three million families. 

This Post campaign will be supported 
by a series of dramatic selling advertise- 
ments in the American Weekly reach- 
ing more than five and a half million 
families per issue. 

Here is a grand total of eight and a 
half million messages per issue. These 
two great publications combined give 


you complete advertising coverage in 
your own community. 

Send your order to your wholesaler or 
fill out coupon below—and be sure you 
have Wrist Ben on display to take care 
of immediate demand. Don’t miss a sin- 
gle sale. Mail the coupon direct to us 
at the factory and we'll send you free 
the new, colorful Wrist Ben display. 


WESTCLOX 


| WESTERN CLOCK COMPANY 
LaSalle, Illinois. Dept. HA-49 
Please send me your new Wrist Ben 


display. (Check here) 0 


Enter my order for ............ black leather 
strap Wrist Bens .......... .. link bracelet Wrist 
Bens. Ship through my wholesaler. 

Name 
Street........ 
City... State 


My wholesaler is.... 





“NEW Oe Complete Line of 
Coleman camp stoves 
CABIN STOVES and AUTO-TRAILER HOT PLATES 


In these new 1936 models, Coleman 
offers a line of Camp, Cabin and Auto- 
Trailer Stoves that supplies every cooking 
and heating need at prices to suit every 
demand. Dealers and jobbers tell us they 
are the finest stoves they have ever seen. 

These stoves provide real gas cooking con- 
lacquer; nickel plated venience — in camp, cabin or on the road. They 


ese, sae legs. U.S. —s =Sc)' all light instantly —no generating, no waiting. 
pe $9.90 They all have Everdur Metal Fuel Tanks (except No. 4F) — rust 


Price each 
Model No. 9H—same and corrosion proof —no dangerous leaks. 


= = aha Tanks on all models (except cabin stoves) easily removed for 


Retail $7. 9 5 filling. Band-A-Blu Burners on the three Cabin Stoves. Hi-Power, 





MODEL No. 2H 


A fine stove for all 
around use. Has fold- 
ing built-in oven which 
can be used as a warm- 
ing cabinet or drum 
heater for tent or cabin. 
““Everdur”’ Metal Fuel 
Tank; capacity 2% 
pints. Body finished in 
forest green baked en- 
amel; tank in bronze 





Miah —_ f wind proof burners on all cther models. 

i t 

penttonil oni “— And remember! —these Coleman Products are sold only through 
ance, Sebens aioe see the regular hardware jobber-dealer channels. You have price pro- 

be. Piabed tn Secuet nn pa tection on quality merchandise, which you can sell at a profit. See 

. Se os. ae your jobber or write nearest Coleman house for latest dealer prices. 


















MODEL No. 3H 


MODEL No. 6F 
This big, yee g | stove is the favor- A popular priced model which sup- Here’s a brand new Camp Stove of 
1 


MODEL No. 4F 


ite of those who like to usebigcook- _ plies the demand for a compact ser- real Coleman quality and operating 
ing utensils. Will accommodate two viceable stove at low cost. A fine efficiency, that enables you to supply 
12-in. trout pans. Heat instantly  gtove for general use on picnics, the demand in the low price field. A 
regulated for fast or slow cooking. Rust week-end outings, short vacation dandy stove for picnics, week-end 


proof “Everdur’’ Metal Fuel Tank — holds 3 
pints. peng Fag Be: steel wire trips. Fuel tank capacity 2 pints. jaunts, touring, fishing, hunting and 


gute aad nichel plated strap, steel legs. 7 Body and strap steel legs finishedin camping. Ped finished in olive 
cs ee ee —- 2 forest green baked enam- een; steel wire legs. 
cay oy) —_l $9.90 el. U.S. Retail Price, each $6 45 6. S. Retail Price, each...... $4.45 





Asso 


Richly 
No. 7 


attract 





Here isa fine 
sturdy stove 
for cabins, 


~ MODEL No. 378 
summer cot- 


A This popular Coleman Cabin Stove is the , 
on lage cor same stove as Model No. 379 in every respect, # MODEL No. 371 
camps. Ever- except that it does not have splasher back, Here is the DeLuxe stove for gas cooking dles. 
dur Metal Fuel high legs and bottom shelf. Especially fine eyo in modern auto-trailers. Compact 
Tank equipped for use in “hot dog’’ stands; summer cottages, b takes be Pog gg ih be —s, or up wi 
with hand oper- cabins and home laundry. Black baked en- ullt right in kitchen compartment. alves 


‘ ; a located for convenient operation — everything 
ated filler plug; amel, cast iron, removable grates; other parts at your fingertips. Lights instantly. Everdur 


Instant-Gas finished in forest green $2 | 75 Metal Fuel Tank easily and quickly removed 





Carburetor baked enamel. U.S. J 3 

Valve with au- Retail Price, 80D .cccssc. sccm . a enamel $12.75 
t ~ } . 

tomatic safety Monel No. 377—Atwo-burnerstovefor U.S. Retail Price, €@Cb..eincnonnn . 


lock, air e. Separate pump. Has three 
Band- ee Se instant-lighting. use where space is limited. Same design, MODEL No. 370—A handsome, little 


Splasher back, legs and lower shelf are finished finish and construction, with all the operating Hot Plate for the modern auto “ee. wor 





in baked ivory enamel and the cooking section features of the 3-burner model — including burner and tank construction as No. 371, but 
and tank in forest green Band-A-Blu Burners and smaller in size; finished black baked son 
enamel. Cast iron grates. $2 4.75 —_Everdur Metal Tank. U.S. $16 BO wp. Ivory body. U.S. Retail $7.95 
U.S. Retail Price, each............ ° Retail Price, eRe.......cccccccsccsesesses e Price, each ° 





THE COLEMAN LAMP AND STOVE COMPANY I: 


Wichita, Kans.; Chicago, Ill.; | Philadelphia, Pa.; Los Angeles, Calif.; Toronto, Ontario, Canada 
(CSD-4) 
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Turning the Spothght Wigsaraee 
on program from... 
CHISELS 


CHISELS 


And their 
CORRECT USE 
— iit ae 













Sad "Ch. “3 


“ORMET USE 








Assortment No. 750A Stanley — The Tool Box of America — now offers a sound, forceful merchan- 
dising plan to help you sell more Chisels. : 
A new colorful display of attractively finished Chisels will create new business 
for all types of Stanley Chisels. 
An entirely new booklet, full of helpful information on the correct use of 
Chisels will be in demand by everyone interested in woodworking. 


Your jobber is ready to supply this merchandising 
Stanley Chisels and you will display oa booklets and to renee a fast moving STANLEY TOOLS 


SELL Ve) :13 CHISELS stock of Stanley Chisels. New Britain, Conn. 


STANLEY”“EVERLASTING” CHISELS | STANLEY TANG CHISELS STANLEY SOCKET CHISELS 
a 


“Stanloid” 
Composition Handles 


Richly colored display box of six 
No. 750 Socket Butt Chisels with 
attractive mahogany colored han- 
dles. New booklets. Back them 


up with a stock of fast moving 





Indestructible Leather capped 














composition 
handles. The Wood handles 


strongest 


mahogany colored handles, 
— Best chisel steel. 
wedish Pattern 
Thin Blade Thin Blade 
Butt Chisel Butt Chisel 





No. 50 Butt 
No. 40 Pocket 








chisel made. 





No. 750 Butt No. 740 Pocket 







No. R50 Butt 





No. R40 Pocker No 2° Firmer No. 61 No. 60 oe ee Hoe ee 
\%" to 2” blades %# % 2” blades | | Y4" to1¥z” 4" to 1%” am, 7a eet 
|| Ye” to ades q | blades blades %” to 2° blades 











66 


peed 


WITH 99 
ase — 


describes the way the Minnesota Quality Brands 
perform on any type of sanding job. They cut 
faster, last longer and leave a smoother finish 
than ordinary sandpaper. 





“Speed with Ease” What makes this difference? 


It is the “quality-control” production methods of the Minnesota Mining & Manufac- 
turing organization which insures an extra degree of sharpness, extra sturdy, non-curl- 
ing backing, and unusual flexibility in every sheet of sandpaper manufactured. 


You can sell Three-M Sandpaper with definite assurance to your customers that 
they are getting the best that money can buy. To them this extra quality means extra sat- 
isfaction. To you it means increased repeat business and faster turnover. 





You'll find business coming to your store with Thousands of satisfied hardware dealers are 
greater “speed with ease” when you use our Free using it today—why not you? Ask your jobber 
Selling Aid Service. for this service or write direct to us. 


MINNESOTA MINING & MANUFACTURING Co. 
SAINT PAUL MINNESOTA 


BAEDER ADAMSON CO. WAUSAU ABRASIVES CO. 





THIS TRADE-MARK YOUR GUARANTEE OF QUALITY 
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A PAIR OF ““NATURALS” 
FOR THE NATIONAL 
CLEAN-UP CAMPAIGN 








‘x 


a lively demand for these baskets when America starts cleaning demand for quality burner baskets at reasonable prices 
up its lawns and gardens this month. Ideal for both outdoor and Painted bright red, these Cyclone Burner Baskets attract the here's n 
indoor use. They are waste paper and trash receptacle, and eye and do a good job of selling themselves to your customers Rati 


1. CYCLONE CATCH-ALL BASKET—There’s bound to be 2. CYCLONE BURNER BASKET— Mace to meet the bi wie 
arg 


it’s 
and their 

Moreo 
um hard 
Zauge wi 


rubbish burner all in one. Raised bottoms permit good draft. Strongly made, they look every inch the value they are. Inter 
Close mesh keeps burning fragments safely confined. sections are electrically welded for added strength. Come in3 sizes 

Cyclone Catch-All is a big husky basket with a capacity of with an approximate capacity of 11% bu., 2 bu., and 2% bu. each 
approximately 24 bushels. 29” high. 20” wide at top. Welded Call your jobber now and put in your order for Cyclone 
at every fourth intersection for added strength. Finish is Baked Catch-All and Burner Baskets so you’ll have plenty on han¢ 
Green Enamel. Weight per dozen, including covers, 144 Ibs. when the clean-up urge gets going in your community! hanes 


> Pacific Coast Division: Standard Fence Co., Oakland, Cal. Tenness 
Cyclone Fence Company, General Offices: Waukegan, Til. Export Distributors: United States Steel Products Co., New York 


UNITED STATES STEEL 
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i HY waste time (and sales) handling fence you’ve got to 
e prices 


argue your head off to move? 


the #. i ; 7 : 
ttract Meer ere’s never any argument about American quality. Farmers 


rs ry 
ustomers § ow its 
ire. Inter 
in3 sizes 


good because it has proved itself to them, their fathers, 
and their granddads. 

Moreover, American offers every worth-while feature. Medi- 
tm hard wire, tough and sturdy—not soft and flabby. Full 
gauge wire, with rust-resisting copper-bearing steel. Smooth, 


bu. eac 
Cyclone 
on hané 


rf 
fe American Steel & Wire Company, 208 S. La Salle St., Chicago 


rk 


HERE’S THE FENCE THAT 
GIVES YOUR CUSTOMERS 
EVERY FEATURE THEY 


evenly-coated galvanizing that fights severest weather attacks. 
American Weather Curves that permit expansion and contrac- 
tion. Every roll is full honest length, with a specification card 
which tells your customer exactly what he’s getting. 

And good, strong national advertising which reaches farmers 
in your community and helps you sell. 

Write for information on the profit-opportunity that is yours 
with American Fence, American Banner Posts and Ideal U Posts. 


Columbia Steel Company, San Francisco, California 


Tennessee Coal, Iron & R. R. Co., Birmingham, Alabama Us Export Distributors: United States Steel Products Co., New York 





| “UNITED STATES STEREG 








IS THERE A 
DIFFERENCE IN 
ROOFING SHEETS? 


YOU BET! 


\ STEEL SHEET may look like 


a beauty in stock—and prove 


to bea failure on a customer’s roof. 

Good customers are too hard to 
get to risk losing them. Play safe. 
Handle the dest steel sheets—Amer- 
ican, Tennessee, or Columbia. Then 

’ ’ . 

you'll know you're selling your cus- 
tomers /asting satisfaction in sheet 


metal roofing and siding. Amer- 


sheets are always fu// gauge, with 
the full weight value that insures 
long life. Tough enough to resist years 
of severest weather attacks. Galva- 
nizing is smooth and evenly coated. 

These brands are available in all 
types—rust-resisting copper bear- 
ing, galvanized and black. .. plain, 
corrugated, or V-crimped. Your 


inquiry will bring prices and full 


ican, Tennessee, and Columbia information promptly. 


AMERICAN 
TENNESSEE - COLUMBIA 


Steel Sheets 


American Steel & Wire Company, Chicago, III. 
Columbia Steel Company, San Francisco, Calif. 
STEEL PRODUCTS CO., NEW YORK 


American Sheet and Tin Plate Co., Pittsburgh, Penn. 
Tennessee Coal, Iron & R. R.Co., Birmingham, Ala 
Export Distributors: UNITED STATES 


UNITED STATES STEEL 












NAILS TACKS STAPLES BAR 
POULTRY NETTING* 


These are all staple items for which there is 
always a big demand at this time of the year. 
Don’t overlook a single one for they all mean 
extra profits. And when you stock them in the 
famous American Quality Brands you know that 


American Steel & Wire Company, 208 South La Salle 
Street, Chicago e Empire State Bldg., New York 


Columbia Steel Company, San Francisco 


AND DON’T FORGET TO INCLUDE 
THESE IN THAT MONEY- 
SAVING MIXED CAR ORDER 














BED WIRE BALE TIES GATES 
POULTRY FENCE 


customers are going to be satisfied. And ordering 


in mixed car lots means more savings for you. 
*American Hex-Cel is a brand new poultry net- 
ting. When unrolled it lies straight and true as a 
steel yardstick. Sells on sight. 


Tennessee Coal, Iron & R. R. Co., Birmingham 


Export Distributors: 
United States Steel Products Co., New York 


TES STEEL 














DOUBLE 
YOUR CLEANER PROFITS 
WITH THIS COMBINATION 


@ VALUABLE PREMIUM 
@ BIG-VALUE QUALITY CLEANER 
@ SAME LIBERAL DISCOUNTS 









$49°°° 


VALUE 


A regular up-to-date food 
mixer—mixes, beats, whips. 
No bowls nor stand re 
nished. Not to be confused 
with the larger Hamilton 
Beach Model ‘’C."' 


WITH THE 
No. 8 —$34.75 
No. 10 — 57.50 
No. 10-L — 59.50 


LIMITED TIME ONLY 
April 1st to June 30th 


Here’s an offer with exceptionally strong appeal for the modern house- 
wife. An electric food mixer—just what she’s always wanted. Now you 
can give her this handsome $10 mixer absolutely free with any model 
Hamilton Beach cleaner. There’s double action in this offer. It will 
stimulate cleaner sales and develop prospects for the larger and more 
complete Hamilton Beach Model “‘C” food mixer. 


WE ABSORB THE COST—Hamilton Beach pays the entire cost of this 
premium. We give a “Gold Star” food mixer with each Hamilton Beach 
cleaner purchased between April Ist and June 30th. You make your full 
margin of profit on every cleaner sale. Note: “Gold Star” mixers can 
be purchased at $2.00 each f.o.b. Racine, to be given with cleaners you 
have on hand. Serial numbers of cleaners must be submitted with order 
for mixers. 


NATIONALLY ADVERTISED—These cleaners are not rebuilts, specials 
or closeouts. They are regular models with motor-driven beating brush— 
a Hamilton Beach feature that has been consistently advertised for 17 
years. Display material and other dealer helps—prepared especially for 
this offer—are furnished dealers free on request. 







Cash in on this unusual opportunity for extra profit. Place your order 
with your Jobber’s Salesman NOW! 


HAMILTON BEACH COMPANY, Racine, Wis. 


ACH 
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HAMILTON BE 








We know what paint customers 
are apt to say when you try to 
sell them a brush... ‘‘l have 





HERE'S 
AMMUNITION 


FOR YOUR 

















Nas 


Remember—every Gold Stripe 
sale is a victory you can chalk 
up in your profit column. And 











m4 a brush.’’ That’s the time for you'll probably hear more from 
vd your ‘' Over-the-Counter it later, for satisfied customers 
we Attack!’’ And here are a few mean REPEAT BUSINESS. If you 
shots that will bring sure-fire are on an don’t carry Gold Stripe Brushes 
results—and PROFITS—if you THE HANDLE Yn eo today, mail us the coupon for 
5 have a complete line of Gold —Today’s sym- ae Nee complete information about 
0 Stripe Brushes ready for action: bol of brush - sore og i our liberal dealer proposition. 
50 quality. : 
h 
TOP-QUALITY BRISTLE VUL- 
THE GOLD 
= sae’ Pde PLAY—Helps RUBBER— 
el ow ‘ — you close the Every bristle- 
" a a eye ac- sale. (It’s FREE butt held in 
oo cording me = to Gold Stripe vise-like grip. 
own nerfecte dealers!) No loose 
formulas. ‘*streakers.”’ 
‘is 
ch 
“4 PERFECT THE GOLD THE RIGHT 
BALANCE Sr R tres BRUSH IS AS 
ou FEATURE JACKET— VITAL AS THE MAIL THIS 
er — Makes long Made of a spe- RIGHT PAINT 
hours of paint- cial fiber. ‘‘Life- —There’s a 
Is ing easy. Re- saver’’ for the Gold Stripe C @) U P @) N 
lieves wrist and brush. Protects Brush for 
7 arm strain. bristle before perfect applica- 
(You can dem- and after use. tion on EVERY "4 
or onstrate this.) Keeps it clean paint job. 
i eee eee ee emcee ieee 
Pittsburgh Plate Glass Company 
.. G 0 [ D T R F Brush Division, Dept. HA-4, Baltimore, Md. 
Please send me full information about your dealer proposition. 


A PRODUCT OF 


i 
! 
| 
PITTSBURGH | tome | 
J 





BRUSHE 


Manufacturers of Wallthide, Waterspar, Florhide 
and other nationally known paint products. City. State. 


PLATE GLASS COMPANY 


Address. 
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ATKINS 


TROWELS 





Champions _.. in their own right 


Atkins featherweight trowels have won their laurels 
... they have won their right to be called Champions. 
Plasterers everywhere are acclaiming them the out- 
standing trowels in the field, because with them a 
man does his job easier, faster and better. Their 
featherweight lightness and palm-fit handle makes 
the work-day shorter. 


Hardware dealers everywhere are turning to 
Atkins because this family of Champions means a 


quicker turn-over and “extra dollars and cents 


profit.” They find Atkins trowels easy to sell... 


easy to “keep sold.” 


If you are not now stocking Atkins Silver Steel 
trowels, write to us about Unit No. 15, a complete 
assortment of Atkins Silver Steel trowels for a mini- 
mum investment. Learn about the “extra dollars 
and cents profit” for the dealer who stocks the 
Atkins line. Address Dealer Service Department, 
E. C. Atkins and Company, 410 South Illinois Street, 
Indianapolis. 


Illustration used at the top of this ad is from Atkins new 
catalogue featuring a complete line of Atkins tools. 


ATKINS Slver Steel TRROWELS 





A FAMILY OF CHAMPIONS 
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Fx PAINT & The 


THAT WILE 
pe Att 
THANKS — 


Here’s a tip 


on how to get 


his Big, Profitable Orders! 


A: BEST, a housewife’s trade is 
worth a few dollars a month, but 
a painter’s is frequently worth 
hundreds. So it’s just common 
sense to spend extra time and 
effort to get the business that 
brings extra volume and profit. 


First step is to sell the painter 
his white-lead. Where he buys 
that, he buys everything else. 


ER 
p ANOTH 


Experience shows there’s no bet- 
ter way to get his business. 


Let him see that you are not 
only stocking but pushing Dutch 
Boy White-Lead, for that’s the 
most sought-after item in the 
painter's line. And here are some 
other Dutch Boy products which 
also attract his trade: Dutch Boy 
Linseed Oil, Dutch Boy Lead 


NATIONAL LEAD COMPANY 


DUTCH Bo 


ALL- PURPOS! 
sort PAST 


WHITE L 





Chicago; 





111 Broadway, New York; 116 Oak St., Buffalo; 900 W. 18th St., 

659 Freeman Ave., Cincinnati; 820 W. Superior Ave., 

Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San Francisco; 

National-Boston Lead Co., 800 Albany St., Boston; National Lead 

& Oil Co. of Penna., 316 Fourth Ave., Pittsburgh; John T. Lewis & 
Bros. Co., Widener Building, Philadelphia. 


Dute 


PAIN 

















Mixing Oil, Dutch Boy Colors- 
in-Oil, Dutch Boy Liquid Drier, 
Dutch Boy Wall Primer and 
Dutch Boy Quick-Drying Red 
Lead Primer. 


* * 


A MAGNET FOR 
PAINTERS’ EYES 


Smart dealers find that one of 
the best devices for attracting 
painters’ business is a Dutch 
Boy Department. This concen- 
tration of the complete line of 
Dutch Boy products in a promi- 
nent section of your shelves is a 
sure way of telling them how 
well you are equipped to serve 
them. 














Boy 


Painters Products 
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Greater Keauty. Greater Comfort. Greate’ Safety 
Greater S, ales 


By the ultra-modern grace and beauty of its appearance—by the multiplicity of its 
new and exclusive features—and by its fundamental advancement in cycle engineer- 
ing and design—the AUTO-CYCLE takes its place as the leading bicycle of America. 


mR. DEALER 


The AUTO-CYCLE will increase customer traffic in your store, giving you greater 
opportunities for larger and more profitable sales on your entire line. Can you afford 
to pass up this kind of sales-building factory cooperation? Join the leader now! 


If you have not received our new catalog, write your jobber or us for it. 


DEMAND SCHWINN BICYCLES FROM YOUR JOBBER! 
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FULLY STREAMLINED FRAME embodying the grace and beauty 


of streamlining in all of its members. 


THE SCHWINN FULL-FLOATING SPRING POST SADDLE the 


greatest advance in cycling comfort since our introduction of 
the balloon tire. 


THE SCHWINN DOUBLE ADJUSTMENT HANDLE BAR STEM 


genuine steel drop forging and steel tubing — universally 
adjustable — unbreakable. 


THE SCHWINN SPEEDOMETER HANDLE BAR MOUNTING 


which makes the speedometer an attractive feature on the 
bicycle instead of an unsightly accessory. 


SPEEDOMETER DIAL ILLUMINATION by convenient button on 
the handle bar. 


THE FAMOUS STIMSONITE REAR REFLECTOR (3” diameter)— 


The logical answer to recent legal demands for greater safety 
for the cyclist. 


TANK WITH THE FAMOUS STIMSONITE REFLECTORS protec- 


tion for the cyclist at street intersections at night. 


SCHWINN FENDER ORNAMENT with high reflecting power but- 
ty ton. Head-on protection for the cyclist if the batteries fail. 


DUAL HEADLIGHTS better riding light—dual beam. 
SCHWINN CHROME-PLATED STREAMLINED CARRIER with high 


reflecting power button—safety—beauty— utility. 


SPRAG STAND convenient to operate—improved appearance— 
non-rattling. 


CONCEALED HORN UNIT mounted in tank—deep-tone—im- 


proved appearance. 


And, of course, the famous SCHWINN Cycelock; Beaded Rims; 
SCHWINN Chrome Chain Guard; and most important of all, uni- 
versally acknowledged SCHWINN QUALITY AND FINISH. 


A a | 0 L D td ‘5 | a Ww | i ni & [ ] e See this attractive new bicycle and our com- 


plete new line during the Toy Fair. April 20th 
hed ey to May 2nd, at the Showrooms of Julius Leven- 


1 et 8 N ‘ K i L D A a E A Vv E ery C H l C A G Oo son, Inc., 7 East 17th Street, New York. 











sours | 
a 


: ROLL OUT THE DRUM 





(Display POL‘MER‘IK in Cons 


Once you've stocked POL-MER-IK Linseed Oil— 
displayed these striking, three color cans, discovered 
how quickly sales are made, you'll never go back to 
bulk selling. 

You'll find your trade preferring POL-MER-IK 
Linseed Oil in factory-sealed, tamper-proof cans. They 
are a guarantee of purity. They carry a nationally 
known brand. 

POL-MER-IK is the trade name for a linseed oil 
that’s better than ordinary raw or boiled, and sells at 
no extra cost. It is a 100° pure linseed oil, 10°% of 
which has been kettle-cooked to a varnish body. Be- 
cause of this heat-treated oil POL-MER-IK makes a 
better paint. It imparts better leveling, better gloss, 
harder finish and greater durability. It means longer 
life to a paint job. 

Order POL-MER-IK Raw or POL-MER-IK Boiled 
today. It is available in pints, quarts, one and two 
gallon containers, five and fifty gallon drums. Write 
us about POL-MER-IK, giving us the names of the 
jobbers with whom you do business. 


MINNEAPOLIS, MINNESOTA 


Get Your Copy of 
This Interesting 
Book... 





ARCHER DANIELS MIDLAND COMPANY 
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a a profitable and per- 
manent thermometer business 
is like constructing an arch. You use 
a strong, durable keystone. And find 
the keystone in the line of Taylor 
Thermometers and weather instru- 
ments—thermometers for cooking, 
mdoor and outdoor temperature and 
bath—stormoguides, humidiguides 
and other weather instruments. 
This Taylor line is complete. The 
Taylor name is known. Taylor prod- 
ucts are considered the most accu- 
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rateof theirkind. The Taylor national 
advertising is making new friends 
for Taylor instruments every month. 

Start with a window display to 
dramatize these instruments and re- 
mind your customers of their value. 
Keep Taylor instruments perma- 
nently displayed in one part of your 
store for year-round sales. Weather 
is a twelve-month problem. Temper- 
ature is always with us, There is 
steady flow of business for the hard- 
ware merchant who displays and pro- 


* 
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motes these Taylor guides to house- 
hold comfort and health. 

See your regular wholesaler forcom- 
plete details and prices on the Taylor 
line. Taylor Instrument Companies, 
Rochester, N. Y., or Toronto, Can. 


INSTRUMENTS 
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MYERS # 
PUMPS -WATER SYSTEMS -HAY “DOOR HANGERS 

















FIG.2741 


FIG.23544 


FIG. 2631 


The mighty stride of rural electrification leads directly 
to new and unparalleled markets for MYERS WATER 
SYSTEMS. Every phase of life in the country will soon 
be modernized with all or a part of the conveniences 
running water provides. 


Let no Myers dealer or distributor overlook the impor- 
tance of the opportunity this brings to your doors for 
profitable pump and water system sales during the 
months ahead. 

Whether your customers are “price” or “quality” buy- 
ers, or both, makes little or no difference with the 
Myers Line. Style and size range is complete. Quality 
Standards are of the highest. Prices are extremely favor- 
able. Consistent publicity is nation-wide. Inquiries 
receive prompt attention. Write or wire. 


Tm F.E.MYERS & BRO. £2: 


ASHLAND, OHIO. 


-DOOR HANGERS 
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| This ° f ° 
DOUBLES SALES 
On a Profit Item! 


Enthusiastic dealers report that rope sales increased 





from 50% to 100% since this silent but hard-working 


} “salesman” went into action in their stores. 





SALES4 MAKER... 


Originated by the Plymouth Cordage Company to 
stimulate retailers’ sales, this device has proved more 
effective than anybody expected. It’s a wonder- 
worker! Taking up only 34 x 16 inches of floor space, 


it’s a complete rope department in itself. Your whole 


range of ropes, run up through the floor, is strikingly FRONT VIEW of SALES-MAKER 
, equipped with twelve sizes of rope— 
displayed by the SALES-MAKER. It commands ranging from 4" to 1" diameter. 


attention. Sells a greater variety of sizes. Saves much 
time in handling. Automatically 


measures rope, registering on dial 





ctly face. Handy rope cutter attached 
TER . 
soon to frame of display . . . The sooner 
— you get one, the better for your Order throng h your Ply wenapeel 
Rope Distributor, or write us 

por- rope sales volume and profits! for full details of special offer. 

for 

the 
yuy- PLYMOUTH CORDAGE COMPANY 
the BACK-STAGE VIEW of top, NORTH PLYMOUTH, MASS. ¢ WELLAND, CANADA 
ality showing rope measuring mecha- 
vor- nism and Rope-by-the-Foot Sell- Sales Branches 
iries ing Chart which speeds up sales. | New York « Boston « Baltimore « Philadelphia * Cleveland « Chicago *« New Orleans ¢ San Francisco 


PLYMOUTH - 40:00 rivst 
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This is the cou- 
pon that puts 
Old Sol to work 
for YOU, for a 
record -break- 
ing year of Fan 
Sales and Profits. 


10-inch Cardinal 
Oscillating Fan 
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OPA 


Signs up to sell FANS 
for Westinghouse Dealers 


"Idd 


@ Starting at once, Old Sol, master fan salesman, is 
working for Westinghouse Fan Dealers. But let Old Sol 
give you the news firsthand: 

“Yep; I signed up with Westinghouse Fan Dealers — 
after years of selling any kind o’ fans for everybody and 
his brother. This isn’t an exclusive contract but it 
might as well be wherever there’s a real, live Westing- 
house Dealer. 

“You know my methods — I just put the heat on 
‘em and they buy —or suffer. This year’s plan for 
Westinghouse Dealers hooks you right up with my 
work — you get the full benefit of it. 

“Simple plan, too—no fuss or feathers. I can’t 
figure out why someone didn’t tie me up long ago to 
sell fans for ’em. Well, Westinghouse has done it — 
shows their good sense. 

“I’m all set to go — planning one of my HOTTEST 
YEARS!” 


THE SEASON’S AT HAND!...WRITE OR WIRE 
Complete details of the 1936 Westinghouse Fan 
Program are available through your Westinghouse 


representative. 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
Merchandising Division Mansfield, Ohio 


\ 
OF ELECTRICAL ACHIEVEMENT 
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at these 
AMAZING Prices / 


This great annual sale was organized for you—is | ING. Look—you are going to sell Enameled Ware 
advertised for you—is merchandised for you. Any in SETS—Japanned Ware in SETS—nine dollar 
dealer putting on a Nation-Wide NESCO Prod- _sales—seven dollar sales—instead of odd cents sales. 
ucts WEEK sale is headed toward bigger and bet- Will you get behind this? Will you help us push 
ter business. for EASIER EARNED, LARGER PROFITS? 

We are spending time and money to START A Get details from your Jobber—place your order 
NEW MOVEMENT IN CONSUMER BUY- QUICK. 


NATIONAL ENAMELING AND STAMPING COMPANY 


EXECUTIVE OFFICES: 449 N. TWELFTH STREET, MILWAUKEE, WISCONSIN 














Factories and Branches: BALTIMORE - MILWAUKEE - CHICAGO - GRANITE CITY, ILL. - PHILADELPHIA - NEW ORLEANS - NEW YORK 
@ White with black trim, RED KNOBS, @ The world’s finest Japanning process 
new shapes, quick-heating, fuel-saving ) used here. Put your guarantee on this prac- 
FLARE BOTTOMS. Stainless, acid- pepe idle ay with confidence.The 
resisting. A fast selling group sold only _ — set matches the Enameled Ware unit. Sell 


as a group. ili = both as an ensemble—the modern kitchen. 


NESCO STAINLESS — ; wea. GARDEN GIRL 


ENAMELED WARE 


ily 


iia 
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Put this NESCO DE-LUXE KERO.- 
SENE RANGE alongside any other of 
its kind on the market. Then take a look 
at your selling price. Made specially for 
this sale—ultra-modern black and white 
trim. We expect sensational results 
from this feature. 


As a feeder for larger 
sales and a true sam- 










YOU TOO CAN FEATURE THIS IN- 


proves itself sin- |i 







Ring, offer this Cake TRODUCTORY SAUCE PAN OFFER ff sestvsstesss she fh 





Cover and Salver Set. nized garbage can 


Regular 75c Value We feature thisitem—a 75 


value—in our national 













for the larger ensemble 
sales shown above. 


ADVERTISED IN APRIL AND MAY ISSUES 
OF 29 GREAT PUBLICATIONS 





= = 







Regular 


Regular Value *] © Value 5()c 
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Tremendous Increase in Home Canning...and 


A PRESSURE COOKER IS 
THE ONLY SAFE METHOD-— 


























Home canning of vegetables, fruits 
and meats is increasing rapidly in all 
parts of the country, according to Home 
Economists and County Agents. The 
market for canning equipment is bigger 
this year than ever. And Pressure cook- 
ing is the only safe method, according to 
U. S. Bulletins. Are you prepared 
to make good profits by supplying your 
customers with the genuine and only 


PRESSURE 
COOKER 


Make this your Big Pressure Cooker year. You can 
make money selling the National Pressure Cooker. 
There is a ready demand for the National created by 
20 years of intensive promotion, New improvements 
are: Bakelite thumb lugs instead of metal; every cooker 
now equipped with wire basket for lifting cans and jars; 
also divided inset pans for cooking. Every National 
has separate valve for controlling release of pressure. 
No other pressure cooker has all these features. Every 
cooker is tested under actual steam pressure before it 
leaves the factory. Just display the National Pressure 
Cooker and the National Automatic Can Sealer in your 
store and you'll sell them. Don’t be confused by 
imitations. There is only one National Pressure Cooker, 
and it is made at Eau Claire, Wisconsin. 








Write for Bulletin 10, “‘Profits from 
Pressure Cookers.” Tells how to sell 
pressure cookers; how to display; 
how to demonstrate, etc. Write for 
your copy of: this Bulletin today. 














Make Big Profit Selling 
The Improved National 
Automatic CAN SEALER 
A greatly improved 
sealer. Nickel-plated 
throughout; acts 
automatically, sealing Sigioknemmenn 
cans as factory seals ‘WORE 
them. Alsoopens and iy) if | 
reflanges cans for use Ue 

two or three times. 
Sells at good dealer 
profit. There is alsoa 


come 7 PRESSURE COOKER CO. 


EAU CLAIRE, WISCONSIN 














, Sa 










28 HARDWARE AGE 








INCLUDE THIS DISPLay 
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a, P BETTER wii ‘a 
CARGO SHARPENERS. 


“WPatiys 


, Will 
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LET THIS DISPLAY 
PAIR UP YOUR SALES 


well displayed on this full color display 
card. It is Free with the purchase of the 
No. 536 Assortment. 

By including this display card in your 
window, you automatically become eligi- 
ble for one of the 28 cash prizes in our 
big Spring Window Contest. 


ar) 





® If you are featuring garden tools this 
spring, then feature the products that keep 
them sharp. At the right is shown our 
Special No. 536 Spring Assortment—five 
Carborundum-made items as seasonable 
as the flowers that bloom in the spring, 
tra la. They are compactly mounted and 


$800 IN PRIZES FOR BEST WINDOWS 


Just send us a photograph of your win- 
dow as described in the rules. You have 
as good a chance as anybody because 


A BETTER EDGE-OU/CHER 


CARBORUNOUM., SHARPENERS 





28 CASH PRIZES 
HOW TO GET THIS DISPLAY FREE! 


2 Ist PRIZES . . $150 EACH duplicate prizes are awarded, $400 to mer- 

2 2nd PRIZES . . $75 EACH h A f 10.000 and 40 : 

2 3rd PRIZES $50 EACH chants 1n towns ° , and over, $400 Buy the No. 536 assortment of merchandise feat- 
= a to merchants in towns under 10,000 pop- ured with this Display Card. Every item is timely, 

2 4th PRIZES .. $25 EACH ulation. No matter what your location, sure selling, and extensively advertised. 


Whether you enter the contest or not, you should 
have this minimum assortment on hand to complete 
your stock of spring farm and gardening merchan- 
dise. Fill in coupon. Mail today. 


READ THESE SIMPLE RULES SMe. $7 Tite... mene retail value $3.00 

3 No. 46 Garden Stones Ss = = 1.50 

* 3 No. 191 Scythe Stones... - ” os 1.05 

3 No. 190 Scythe Stones... o ss -75 


20 PRIZES OF $10 EACH you compete only with merchants in 


markets similar to yours. 

















1, No restrictions on the kind of merchandise 
displayed in window you enter except as follows: 
(A) merchandise must all be related to garden- 
ing or farming. 

(B) Each window must contain the Carborun- 
dum display shown on this page. 

2. Each entry must be in form of a photograph. 
An ordinary snapshot will do. The contest will 
be judged on the display, not on the photo- 
graphy. 


(Carborundum is a registered trademark of the Carborundum Company) 


aX . 4 

3. The name, address and whether store is in = y wail all entries to Contest " THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. . 

town of over or under 10,000 population must Editor, Advertising Depart- . Send me your Spring Display Card and 1/6 dozen of each item in addition 4 

be printed on back of photograph. ment, The Carborundum Com- 5 to items shown on the display. Bill through: . 

. . s 

4. Contest closes June 1, 1936. Window can be pany, Niagara Falls, N. Y. . 4 
. = 

oy Print name of jobber here " 

Th CARBORUNDUM COMP A NY . Send without cost an adequate supply of handbills featuring these items - 

s - 

e 4 Name __ : 

aa 

NIAGARA FALLS, N. Y. © Address : 

: - ~ @ 

s 

* 
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installed any time previous. Awards will be pub- 
lished in July hardware papers. 

5. The judges will be George H. Griffiths, Pres- 
ident Hardware Age; Harold W. Hirth, Manager 
Merchandising Service, National Retail Hard- 
ware Association; Richard Pond, of Batten, 
Barton, Durstine & Osborn, Inc. Decisions of 
judges will be final. 

6. In case of ties duplicate 
awards will be made. No photo- 
graphs will be returned. 





3 No.42 Lawnmower Shecpaness 
Your price $5.36 Retail price $8.25 


The items mounted on the display card are included 
to make up the above totals. 


“ “ 1.95 











City 


4-A 


State 
PPPTCTTTITITITITITITITIITiTiririiiiiiririiiiiiiitttt 


CLIP AND MAIL TODAY! 
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Progressive hardware Wholesalers and 


Dealers have simplified their brush busi- 


ness ... . reduced their investment in 
brush stocks . . . . quickened their turn- 
over... . and increased their profits 


by eliminating wasteful and unneces- 
sary duplication of competitive lines. 
Wherever Osborn Brushes are selected 
as a major line, better brush business 


' follows as a natural result. 


JHE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue : Cleveland, Ohio 


Sales Offices: New York - Detroit - Chicago - San Francisco 


Osborn Paint and Varnish Brushes 
of all types and sizes make it 
possible for YOU to eliminate 
unprofitable duplication of com- 
petitive lines. 
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A SPOONFUL OF GLASS FORTHE ~~~ ~~~ -~-~7- 777” 


5 Our new booklet, called “The Making of a 
DISCARD. A never-ceasing watchful- » describes in dram 


ic pictures the man- 


* m ufacture of Pennvernon Window Glass. To get 
ness through his tiny peephole door, 


your free copy of this interesting book, sign 


a sudden swoop with his long ladle... eigenen icin 


and this Pennvernon Craftsman - PITTSBURGH 
1€ 


from the surface of the molten glass inside t PLATE GLASS COMPANY 
melting tank another stone or floating fragment 2150A Grant Building, Pittsburgh, Pa. 
which might reduce Pennvernon’s excellence. tame 

Thus he plays his part in the great process ! 
which has revolutionized window glass quality. 4 ¢, ... State 


Listen to the Music You Love, superbiy rendered by the Pittsburgh Symphony Orchestra and. diatinguished 
artista every Thursday at 8:00 P.M., E.S.T., over NBC-WJZ Network and associated stations 


Address 
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Table Top a 
OIL RANGE with ’ 
paneled front; fully =_—_—_—_ 
porcelained in 
white or ivory. 








| 











with the New Florence 


Oil Ranges 


“Would you like to see something a little bet- 
ter?” Seductive words, these, for it doesn’t cost 
anything to Jook. That’s why the “Trade-up” is 

a . aot so effective, especially in the nationally adver- 
al al $ Bessie?” “ey: tised Florence line of Ranges. 
| oe y The new Table Top and Console Oil Ranges 

es are irresistible. They have class: modern style, 
with full paneled front and porcelain finish in 
white and pastel colors, with black bakelite fit- 
ings and chromium trim. They’re dependable, 
== too, backed by 64 years’ experience, built to serve 
~ faithfully for years to come. 
_—- — - + A fitting trade-up to a complete line including 
ie Wickless and Wicktype Oil Ranges and Stoves 

—with a handsome new cabinet model; Gasoline 
Pressure Ranges; and a splendid line of Florence 
Gas Ranges. 

The complete advertising and sales promotion 
campaign includes 43 million national advertis- 
ing messages, compelling window and store dis- 
plays, and a beautiful coloroto for your own dis- 
tribution. Ask about the Florence Budget Plan. 





ie 
x 


New Console 


OIL RANGE with panel- 
ed front; porcelain finished in white, 
green and ivory, or buff and ivory. 


FLORENCE STOVE COMPANY 


Merchandise Mart, Chicago; New York, Boston, f | [ | [| ; : 


General Offices and Plant, Gardner, Mass.; West- 
Atlanta, Dallas, Detroit and San Francisco. OIL RANGES - GAS RANGES - HEATERS * RANGE BURNERS 





ern Offices and Plant, Kankakee, IIL; Sales Offices: 


32 HARDWARE AGE 











bet- 
cost 


” 


ver- 


nges 
tyle, 
h in 
. fit- 
ible, 


erve 


ling 
oves 
line 
ence 


tion 

rtis- 
dis- 
dis- 

‘lan. 








Vol. 137 No. 8 





GEORGE H. GRIFFITHS 
President 


CHARLES J. HEALE, Edttor 
J. A. WARREN, Managing Bditor 


MACDONALD WITTEN 
Associate Editor 


ALBERT J. MANGIN 
“Who Makes It?” Editor 


L. W. MOFFETT 
Washington Representative 


ADVERTISING REPRESENTATIVES 
New Yor«: 

H. G. Biopertrr, 239 W. 39th St. 
Boson : 

CuHauncpy F. Enouisn, 140 Federal Bt. 
CLEVELAND: 

Witt J. Feppery, 709 Union Bldg., 1836 

Euclid Ave. 

OunIcaco: 

L. V. Row anps, “o Otis Bldg. 
San Francisco, Car. 

R. J. Bmon, 155 Sansome St. 


Los ANGELES, CAL. 
R. J. Bircn, 846 So. Broadway 


SuBsORIPTION Prick—United States, ite possessions: 
one _— $1.00. Mezico, Central America, South 

Spain and its colonies: one year $1.00. 
Canada ‘$2. 00. Foreign countries not taking domestic 
rates, one year $2.50. Single copies 15 cents each. 


Owned, Published and Copyrighted 
by 


® 


CHILTON COMPANY 
(Incorporated) 


Executive Offices 
Chestnut and 56th Streets 
Philadelphia, Pa. 


Cc. A. MUSSELMAN, President 
FRITZ J. FRANK, Executive Vice-President 
FPREDERIO C. STEVENS, Vice-President 
JOSEPH 8S. HILDRETH, ™ 
GEORGE Hi. GRIFFITHS, ” 
EVERIT B. TERHUNE, = 
ERNEST C. ITASTINGS, 2 

WILLIAM A. BARBER, Treasurer 

JOHN BLAIR MOFFETT, Secretary 


With Which is Combined 
Goop HARDWARE 


GE 


CHESTNUT AND 56TH STREETS, PHILADELPHIA, PA. 


Sales Offices 


239 WEST 39TH STREET NEW YORK, N. Y. 


WARE 








- Hardware Dealers Magazine 1 


PUBLISHED EVERY OTHER THURSDAY 


Copyright 1936 by Chilton Company (Inc.) 


EDITORIAL CONTENTS OF THIS ISSUE 


APRIL 9, 1936 


Just Among Ourselves, by Charles J. Heale 

The Merchant and the Legislature, by A. A. Doerr 
A Small Store Did It in a Big Store Way 

Push Sales and Pull Profits, by J. S. Davis 

A Hardware Store Twenty Miles Wide 

Use More Barnum, by Robert Humphrey 

The Cost Is Hidden in the Taxes, by Morgan Farrell 
505 Arch Street 
The Senegambian in the Woodpile, by Saunders Norvell 
Letters to the Editor 

Hardware Facts, by Robert Pilgrim 

This Basement Became Profitable ; 

The Passing of Tom Howell 

Hardware Plays a Vital Part in the Floods 


Window Displays 

News of the Trade 

How’s the Hardware Business? 

Hardware Age Fifty Year Club 

Employees Obtain New Accounts 

What's New? .... pean ook aad ea 
Bicycles Attract Thousands to Griswold, Iowa 
Florida Convention 

National Hardware Store’s Meeting 


Who Makes It? 


Copyright 1986 Chilten Company (Inc.) 


Advertisers’ Index, page 140 


102 
114 
130 
132 
136 





















No. 1332 Can 
Pump Oiler 


No. 1522 Can 
Push Bottom Oiler 


Construction View 
of Push Bottom 
Oiler 





Machinery Type 


LIDSEEN OILERS 


Sell On Merit—Satisfy Every User 


These famous oilers are made right, oil right and stay right. 
Constructed of enduring materials, securely welded and entirely 
solderless. Sell on merit because they satisfy every customer. A 








correct type for every lubrication need. 


LIDSEEN PUMP OILERS 


Oil in any position— 
will not leak when in- 
verted — prime them- 
selves through ex- 
tremes in viscosity and 
temperature. Machine 
welded drawn steel 
construction, solder- 
less and with triple 
interlocking seams— 
they “stand up” far be- 
yond accepted stand- 
ards. Easily cleaned. 


G. L. WELDED 
Push Bottom Oilers 


All steel—no solder on entire 
can. This feature effects sav- 
ings in replacement as well as 
initial cost. Extra large filler 
opening with quick acting 
flanges. Bottom of can is soft 
steel and cannot fracture, nor 
remain pushed in because of 
the clock spring insert. A 
quality oiler that sells readily. 
Gun metal finish. Sizes 1/3rd 
to 1 pint capacity. 














No mechanism what- 
ever in the can—a 
safeguard against dam- 
age. New Automotive 
Type has_ horizontal 
Spout—a favorite with 
service men in many 
trades. Sizes from 
2/3rds pint to 1% 
quarts capacity. The 
phantom view  illus- 
trates the pump mech- 
anism. 


LIDSEEN 
Valve-In-Spout Oilers 


Popular sellers for railroad 
use and heavy machinery. 
Heavy gauge drawn steel, ma- 
chine welded—no solder used 
whatever. Valve is placed near 
tip of spout insuring accurate 
control through thumb lever 
and easily cleaned mechanism 
in spout. No mechanism in 
can. A large rugged handle 
and quick opening flange make 
filling easy. Every oiler guar- 
anteed. Sizes 1 and 11% quarts 
capacity. 








LIDSEEN POSITIVE FORCE FEED OILERS 


These practical oilers enable users to insert the right amount 
of oil in the right place, without waste. Machine welded 
throughout—not a particle of solder in entire can. Heavy 
drawn steel construction insures rugged enduring service. Con- 
trol of oil, non-clogging spouts, operation in any position, large 
quickly operated flanged openings for easy filling and sure grip 
handles are features which sell them. Made in Engineers’ 
Type sizes 1/3rd pint to 14 pint. cap.—Machinery Type in 
2/3rds pint to 114 qt. cap. 


Send for Literature and Prices 
On the Complete Line of Oilers 


Most Hardware Jobbers handle Lidseen We 
Oilers. If your Jobber cannot supply you— 
please write to us and mention the name of 
your Jobber. 


GUSTAVE LIDSEEN, Inc. 


MANUFACTURER 


OPENING 
FOR 
FILLING 


830-850 SOUTH CENTRAL AVE., CHICAGO, ILL. U. S$. A. Force 








Automotive Type 
No. 1377H Can 
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Engineer’s Type 
No. 1111 Can 
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Feed No. 1134 Can 
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Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


Crumbs— 


In an important southwestern 
city, I heard for the first time an 
interesting story on the methods 
employed for building up within 
twelve years of a profitable and 
important wholesale hardware dis- 
tributing house. The sales man- 
ager of a well-established whole- 
sale hardware firm read an article 
by Saunders Norvell in this pub- 
lication. Mr. Norvell told how 
he had decided to “train others 
to work for him.” This seemed 
simple enough and so this young 
sales manager and his father, then 
a manufacturers’ agent, started 
in business. The going was tough. 
Dealers worth selling were prop- 
erly reluctant to open an addi- 
tional buying account (to which 
the hero of our story agreed) for 
hadn’t he preached this idea for 
many years? But .he wasn't 
stumped. He suggested to deal- 
ers, “That’s the right way to do 
business all right, and I have 
no quarrel with what you are 
doing, but suppose you give me 
only the shorts of all other job- 
bers and make me the clearing 
house for all shorts that other 
wholesalers don’t or can’t fill. 
That will save you money, time 
and worry. Let me worry about 
getting goods that you need or 
want that other jobbers don’t 
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have in stock when your orders 
are placed.” Obviously, this did 
save time for the dealers, and 
so our friend got “the shorts” and 
for a time that was all he got. 
These orders he filled. No matter 
how or where he had to get the 
goods, he filled the orders on 
shorts. From this unauspicious 
start he has built a really impor- 
tant wholesale hardware house 
and at a profit. 


Human Nature— 


Human nature being what it 
is, the reaction of dealers toward 
filling shorts was more impres- 
sive than their attitude toward 
filling, day after day, and month 
after month, ninety per cent of 
any order placed. As a result, 
the young man with an idea be- 
came more important in their 
thinking and in their own scheme 
of things than his “services of 
supply” really warranted. The 
inevitable happened. If he could 
fill orders that an assortment of 
wholesalers were not filling, why 
wasn’t he the logical distributor 
to handle most of a dealer’s busi- 
ness. The dealers sold themselves 

-ostensibly. And the young man 
and his father prospered. He re- 
ceived credit for handling proper 
stocks and really being in posi- 
tion to render a wholesaling ser- 


vice. Today his business ranks 
with the best among his custom- 
ers, and his competitors (in his 
own immediate territory) will 
have no difficulty in recognizing 
his identity. Others will have to 
guess and probably guess wrong. 


Currently — 

Having “broken the _ ice,” 
“driven a wedge” or whatever 
else you wish to call it, this 
wholesaler is fully cognizant of 
the reasons why and how he got 
a start. He continues to endeavor 
to “fill shorts” and to avoid 
them in his own business. His 
ideal would be to have a full 
month or more without a single 
short, unless the item were truly 
unusual enough to justify a lack 
of stock on hand. His entire busi- 
ness is budgeted—budgeted sales, 
purchases, cost of doing business. 
adding new accounts and, in fact. 
every other phase of hardware 
wholesaling. As a_ result, this 
firm has shown a profit since the 
third year of its twelve-year ex- 
istence including four or five of 
the worst years known to all busi- 
ness. This firm has no desire to 
be the largest in the country, 
state or county. It does insist on 
profitable operation, and seeks 
this objective by watching its bud- 
getary control on volume, pur- 
chases and territory served. A 
part of this philosophy is directed 
toward the handling of govern- 
ment invitations to bid on “pub- 
lic purchases.” This firm only 
bids often enough to keep its 
name on the bid list and always 
quotes on a basis that shows some 
profit. As a result, this firm sel- 
dom gets a government order 
from ABC, XYZ, WPA, SOS or 
any other current government de- 
partment placing bulk purchases 
at the present time. And this re- 
minds me of three or four other 
stories with as many points to 
consider. 
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Government Orders— 


To start with, government bids 
are hard to handle. They require 
intense and detailed study and, 
as government business is so pop- 
ular, the margin is often too close 
to make the order worth while. 
However, every once in a while 
(not too frequent, however) the 
nearest governmental project has 
an order to place without bid 
and so to get these infrequent or- 
ders many hardware firms con- 
tinue to offer quotations on run- 
of-the-mine invitations, as only 
those “trying to help the govern- 
ment” are eligible to such casual 
purchases requiring no bid. In 
every line there are maximums 
beyond which an open bid must 
be obtained. Say there is, for ex- 
ample, only, as I do not have 
handy exact figures, a situation 
requiring 15 dozen shovels, and 
that no more than 3 dozen shovels 
can be bought without bid. The 
purchasing agent of the gov- 
ernment can get around this 
by placing five separate orders 
for 3 dozen shovels each. Al- 
though the goods may be deliv- 
ered, on memo at once, the orders 
for these requirements are spaced 
to conform to the law. This, of 
course, is done only to save time. 


Mere Rumor— 


It is, of course, mere rumor 
that some government business 
is placed because of political ex- 
pediency. I cannot prove it, 
therefore I tread lightly on this 
phase. Yet in many places whole- 
salers and retailers have told 
me that they were advised (by 
whom I don’t know—probably a 
fortune teller) that on certain 
projects it was a complete waste 
of time to even send in a bid. 
This seems hardly possible, but, 
as the rumor persists in sections, 
I offer it for what it may be worth. 


Successful Bidders— 
Then there is the angle to con- 
sider, “What will happen to our 
business structure when govern- 
ment purchasing may be decreased 
considerably?” And this is a 
tough one. In nearly 40 states 
I find outstanding distributors, 
both wholesale and retail, ad- 
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mitting that from 12 per cent to 
25 per cent of their 1935 volume 
was on government orders. Some- 
day (and this is economics, not 
politics) this will cease suddenly. 
A business of distribution is not 
like a business of production— 
flexible to the whims and quirks 
of volume. Distributors who have 
allowed themselves to be lulled 
into comfortable “increased vol- 
ume” solely on public purchases 
are due for a rude shock and 
awakening. Wherever one-quarter 
to one-third of a firm’s business 
is tied up with an unusual gov- 
ernmental high spending spree, 
there is naturally the question of 
stock investment, personne! costs, 
handling costs, margins and net 
profits and many other unplea- 
sant factors to consider. Drop 
any such huge slice and the busi- 
ness finds itself operating in the 
red—deep red at that. And un- 
less some distributors realize this 
phase of their current selling 
volume there will be a sad day 
of reckoning to cope with in our 
hardware business. 


Mathematics— 


There is a mathematical phase 
of business operations vitally im- 
portant to the business of dis- 
tribution. Although the present 
National Administration has ig- 
nored arithmetic its rules have 
not been repealed. Therefore, 
those of us in the business of dis- 
tribution must finally realize that 
there is a vanishing point of 
profits and that if the govern- 
ment continues to buy excessive 
quantities of hardware merchan- 
dise during its alphabetical relief 
spree there will be an aftermath 
of merchandise reckoning just as 
we had for the same reasons after 
the recent World War. There will 
be distressed government stock, 
called “surplus goods”—a mere 
technicality, however—for sale in 
all parts of the country, and it 
will have an effect on current hard- 
ware sales as it did in 1919 and 
1920. 


More Mathematics— 


The real sad blow in connection 
with the handling of too many 
government orders (direct and in- 
direct) will come from an audit 


of gross sales, gross margins and 
gross taxes. I have yet to find a 
distributor whose margin of gov- 
ernment supplies business is suffi- 
cient to pay that percentage of his 
annual taxes which that proportion 
of his gross sales should carry. 
And I said not margin, not profit 
for I do not believe that there 
can be a net profit on most gov- 
ernmental orders. For example: 
If a distributor’s 1935 sales to 
government and/or government- 
financed projects represent 25 per 
cent of his total sales last year— 
his margin (considering his cost 
of doing business, etc.) would not 
be sufficient on that part of his 
sales to pay a full 25 per cent of 
his 1935 taxes. 


Barometer— 


An accurate barometer of the 
current business trend can be 
gaged from the attitude of rail- 
road dining car waiters in their 
treatment of paying guests. No 
more imperious group of alleged 
public servants ever existed than 
the typical group of dining car 
waiters in the pre-1929 period. 
“Snooty” is the only accurate de- 
scriptive word that tells the story. 
During the leaner years which 
followed 1929 there was a marked 
degree of service extended by 
these same waiters which even the 
most casual observer would note. 
The smallest, inexpensive meal 
was cheerfully and courteously 
served as though it were filet 
mignon or better. In the past 
year there is a partial resumption 
of that “head waiter” attitude 
which is no spur to increased 
rail travel. The better courtesy 
shown by bus line and airline 
food dispensers is too frequent a 
topic of conversation among those 
who travel, for business or plea- 
sure, to be ignored by the rail- 
roads, who are feeling, seriously, 
the competition from these two 
other modes of travel. If a paral- 
lel situation should exist among 
retailers, the problem is equally 
important, for people spending 
their hard-earned money today 
expect, demand and can obtain 
courtesy. The lack of it is never 
excusable in a business which 
deals with the general public. 
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The Merchant 
and the 
Legislature 


By A. A. DOERR 


A. A. Doerr Mercantile Co., 
Larned, Kan. 


HE indications are, from 
| the press report, that the 
coming campaign will not 
be conducted upon a plan that will 
enlighten voters on the issues at 
stake, but rather to confuse and 
leave them much in doubt as to 
the wisdom of the reform pre- 
tended in the various platforms 
presented to the people for their 
endorsement, or rejection, at the 
coming election. 

As business men, we are very 
much at fault that campaigns take 
such a turn. Many of us feel that 
we will become contaminated with 
some evil influence if we partici- 
pated actively in a political cam- 
paign. As a class, we merchants 
feel we are such fine fellows that 
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it would lower our dignity and 
moral standing to seek election to 
a legislative office. Therefore, we 
would prefer to remain at home 
and proceed to join the mob who 
are constantly finding fault with 
the motive of men engaged in 
public life. This attitude is un- 
fair, and not in keeping with good 
citizenship and due largely be- 
cause of a complete misunder- 
standing of the training and men- 
tal attitude necessary for men to 
render effective legislative service. 

In the agricultural sections of 
the nation, the hardware and im- 
plement dealers contact the peo- 
ple in our trading area more 
closely than other tradesmen, or 
the professional class of citizens. 
The type of merchandise we sell 
brings us into constant contact 
with a cross section of the people 
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Wide World 


of the community, and the prob- 
lems of this cross section are a 
part 6f our daily lives. To us 
they come, endeavoring to find 
helpful solutions of their trouble- 
some problems. Alert merchants, 
in all retail lines, gain through 
their constant business contact a 
peculiar fitness and understanding 
of the legislative needs of the ter- 
ritory in which they live. 

If merchants, as a class, through 
their contacts and training make 
splendid members of the legisla- 
tive bodies (and they do), why do 
we find legislative halls devoid of 
their presence? Is it because we 
deem ourselves above the so-called 
“rottenness of politics,’ or be- 
cause we cannot face the criticism 
incident to a campaign? Or per- 
haps self-interest in our personal 

(Continued on page 88) 
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Leistico’s hardware, 
Brewster, Minn., cre- 
ate store traffic in 
a farm community 
with city methods. . 


REWSTER, MINN., is a 
small town, but small 


towns often enjoy the pres- 
ence of an aggressive business such 
as the Leistico hardware, and this 
is a story of a business that has 
grown from a very small begin- 
ning, with a small stock housed 
in a frame building, to a very 
complete line of hardware and 
allied merchandise in the firm’s 
own two-story brick building. 
Brewster is located in well-known 





The entire stock of the Leistico hardware is out on display, kept looking fresh 
and appealing and everything price ticketed. Above: The show windows are 
small, but they are kept well arranged. 
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In a Big Store Way 





dairy section of Minnesota, where 
a farmer - owned Land - O - Lakes 
creamery operates. 

As a means of attracting more 
people into the store, they con- 
ducted a highly successful demon- 
stration day on Saturday, March 
14. Among the major demon- 
strations given was one on paint. 
A representative of the company 
producing the line handled by 
Leistico’s was on hand to show the 
merits of his product. Free 
painters’ caps were supplied to 
the children who came into the 
store with their parents, while 
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Stocks assorted for the modern type of customer are the order of the Leistico hardware, Brewster, Minn. Everything 


out in generous quantities, kept looking fresh and price ticketed to assist selling. 


turkish towels were presented to 
ladies who made purchases of 
$1.00 or more. Coupons attached 
to the newspaper advertising were 
redeemed as part payment of 
merchandise. ; 

Durability of the line of varnish 
carried by the store was demon- 
strated by pouring H2S04 acid 
into zinc fruit jar covers which 
had been finished with three coats 
of varnish on the outside. The 
acid reacted with the zinc and dis- 
solved it, leaving the varnish film 
unaffected. An aluminum pan 
was finished with three coats of 
varnish and a solution of lye 
placed in the pan, the bottom of 
which was dissolved, leaving the 
varnish film. A cotton cloth was 
finished with three coats of var- 
nish and placed over an alcohol 
lamp, with water on the cloth. 
Boiling the water did not affect 
the varnish. Alcohol was poured 
on a three-coat sample of the var- 
nish and then burned, but it did 
not affect the finish when cooled. 
Several surfaces were treated with 
various types of finish to demon- 
strate the spreading capacity, 
covering power, mottled finishes, 
etc. 

Another line of merchandise 
successfully demonstrated was re- 
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frigerators using kerosene as the 
operating medium. In this case, 
a representative of the manufac- 
turer was present to help citizens 
of Brewster and _ surrounding 
country get enthused about his 
line. A complete stock of wall- 
paper having recently been in- 
stalled, a manufacturer’s demon- 
strator was likewise present. 


Gas Ranges, Too 


At this demonstration, the first 
showing of a line of gas ranges 
was made, attention being at- 
tracted to them by a whistling tea- 
kettle being placed about 18 
inches above a burner and kept 
whistling. This caused a great 
deal of comment and further at- 
tention was drawn to the ranges 
by lights located beneath a shelf 
built over them. The shelf sup- 
ports articles of merchandise on 
display. 

In the paint and wall-paper de- 
partment, a novel attention getter 
was a number of balloons in a 
cage made of four 2-inch diameter 
rings of wire with string bars 
about 6 inches high, placed over 
an electric fan. 

During the demonstration, an 
oil burner was kept operating a 
furnace on display in the store, 


creating much added interest to 
the already active sale of burners. 

For this demonstration, Leisti- 
co’s used extra space in their local 
newspaper, circulated special 
handbills and circulars together 
with the regular monthly store 
paper. Special window trims and 
store displays, together with the 
demonstrations described here, 
brought out the largest number 
of people there had been in town 
for a long time, in spite of rough 
and unpleasant weather. 

The Leistico store is 24x80 ft. 
and with the addition of numerous 
lines of merchandise the need for 
more space arose, so the basement 
of an adjoining’ building was 
rented, a door cut through the 
wall, making it easily accessible 
from the store. Here was dis- 
played reconditioned _ trade - in 
items which were more easily dis- 
posed of there and at the same 
time kept the regular sales floor 
from being cluttered up with 
goods that detract from the ap- 
pearance of new items. 

The nail counter and bolt case, 
together with the cash register and 
wrapping counter, were removed 
to the rear of the store to encour- 
age circulation of customers. 

(Continued on page 84) 
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Letters can be a strong Magnet 


to attract customers to your 


store. Here is the plan to follow: 


By J.S. DAVIS 


’"S easy enough to say, “It 
[ee to Push Sales.” But how 

to proceed with this pushing 
is a subject that calls for help. 
The ways and means of develop- 
ing sales through direct mail, bet- 
ter merchandising, and personal 
service, will be the subject of a 
series of articles in HARDWARE 
Ace. This first article tells you 
how to plan for your set-up for 
better promotion work, and espe- 
cially for effective direct mail ad- 
vertising. Following articles will 
tell you how to use this set-up for 
your seasonal campaigns. Sample 
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circular letters for each campaign 
will be presented for your use. 


The backbone of a hardware 
dealer’s successful promotion 
work through direct mail is the 
maintenance of good lists. One 
mail order house estimates the 
cash value of each good name at 
$3.50. You can make your own 
lists equally valuable to your 
business. In fact, it is not too 
much to say that by establishing 
and using to full advantage a 
worthwhile direct mailing list, 
you can not only overcome the 





seasonal character of your busi- 
ness, but can actually double or 
triple sales. 

To derive the full possible 
benefit from a direct mail cam- 
paign, however, co-ordination of 
your window and interior store 
display is essential. If you ad- 
vertise in the local papers, let 
your advertising, too, be on the 
same subject. In other words, as- 
suming that your campaign for 
May is to be on fishing equipment 
and summer sporting goods, fea- 
ture fishing equipment in your 
windows and stores at that time. 
Make it the subject of your ad- 
vertising. And_ simultaneously, 
have a circular letter in the mail 
ready to reach your customers 
when your advertising and dis- 
plays appear. 

Very important, too, is the giv- 
ing of special training to your 
salesmen before each campaign 
begins. Make sure that they are 
fully informed and equipped to 
the best advantage to sell the mer- 
chandise which you are stressing. 
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To achieve the right type of 
mailing lists-—that is, lists that 
will bring the most results for the 
amount of time and money spent 
—there are four requisites. 

First, choose the names for your 
general list with discrimination— 
especially be sure that the people 
listed are within reasonable dis- 
tance of your store, and that they 
have reasonably good purchasing 
power. 

Second, classify your lists, so 
that Mrs. X, who lives in an apart- 
ment, will not receive literature 
on seeds and fencing; and Mr. Y, 
who is your best painting con- 
tractor customer, will not auto- 
matically be informed on your 
dairy equipment. In other words, 
classify your lists so that every 
circular letter or piece of liter- 
ature sent out on a specific type 
of merchandise will reach only 
logical prospects for that type of 
merchandise. Otherwise, you not 
only waste money and effort, but 
you lessen your customer’s inter- 
est in your messages. 

Third, check your lists for ac- 
curacy of initials, names and ad- 
dresses. And finally, revise and 
add to your lists constantly. 


Cooperation Offered by 
Manufacturers 


In many instances, manufac- 
turers will supply you with as 
many mimeographed or multi- 
graphed letters as you need, pro- 
vided, you have a ready mailing 
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Planning a General List 


Your first work is to compile a general list which will be classified as 
you proceed, checked, and revised. We suggest the following as excellent 





sources: 
Source Special Value Remarks 
Organizations —]| Members of Chamber of Commerce, | Obtain as many of these 


business clubs,| Rotary Club, etc.—or their wives—| lists as possible. Check 


unions, etc. 


News items 


represent an excellent buying group. | for duplication. 
Unions provide valuable lists for 
campaigns on paint, tools, etc. 


Local newspaper will give you new] A new arrival, contacted 
arrivals in town, and changes of | at once, becomes an ex- 
addresses. Clip news items for this | cellent prospective perma- 


use. nent customer. 
Exchange of | Definite prospects obtained—a pur- Cooperate with neighbor- 
names chaser of lumber for example is a| ing businesses in exchang- 


likely prospective 
paint. 


purchaser of | ing names, to your mutual 


advantage. 


Investigators or | Students or other outsiders can be} An example cited by 


observers 


paint, ete. 


Contests 


chandise. 


Church lists 
names. 


Your employees 





dise. 


Excellent for rural 


Accurate information obtained by 
having your own employees suggest 
acquaintances who are definite pros- 
pects for certain types of merchan- 


employed at rate of two or three | Printer’s Ink tells of using 
cents per name, to compile list of | an investigator to observe 
people definitely needing such itents | houses in need of new 
as fencing, fireplace 


equipment, | roofing. The campaign pro- 
duced 337 replies for 
every 1000 names; and 50 
per cent of the inquirers 
became buyers. 


A list of housewives will be attracted | A guessing contest, such 
where the prize is household mer- | as the nearest guess to a 


serial number on a wash- 
ing machine displayed, 
will draw interest to the 
store window and provide 
good buying names. 

community 








list. They will enclose booklets 
or leaflets, too, and in some in- 
stances will even do the mailing 
for you. 


In any event every manufac- 
turer is ready to supply you with 
literature to be enclosed with your 

(Continued on page 76) 
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A Hardware Store “T'wenty Miles 


LANNED system, covering 
P eres solicitation, in- 

creased business 25% last 
year for Jones Hardware Com- 
pany, Ltd., 12th & Pine Avenue, 
Long Beach, California. The 
solicitation program is outstand- 
ing in that the entire sales force 
of seven men is worked into the 
outside selling picture, with each 
man functioning as a specialist in 
one class of merchandise. 

“We have been using this pro- 
gram for two years and have had 
a sizable increase in sales for both 
years,” relates L. R. Jones, Man- 
ager. Jones originated the idea; 
sees to it that the varied sections 
are integrated. “The program was 
put into effect after the earthquake 
here. That shook us out of our 
old building; it shook us into an 
entirely new type of operation. 
At the time we were located on a 
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heavy traffic street and depended 
to some extent on drop-in trade. 
Now we are on a street away from 
traffic. Yet our sales are increas- 


ing.” 


Location Factor 


Jones’ experience in outside 
solicitation thus would indicate 
that the location factor is not of 
grave importance in so far as the 
sale of hardware lines are con- 
cerned, providing the store em- 
ploys a method for reaching out 
to cover its trading area. How to 
do this and avoid excessive selling 
costs is the problem. Jones solves 
it through the personnel. 

The seven members of his sell- 
ing staff are not clerks in the ac- 
cepted sense of the word. They 
are specialists in selling, in buy- 
ing, in stockkeeping, and in all 
phases touching upon their in- 


dividual line or lines. Paradoxi- 
cally, each receives an income 
about double of the usual hard- 
ware clerk. But they sell about 
three times the amount of goods. 
Partially, this is due to correct 
personnel selection. Largely, how- 
ever, it is due to Jones’ unique 
selling plan. 

The paint department, for in- 
stance, does an average monthly 
business of between $1000 and 
$1500. This business is carved 
out against disheartening competi- 
tive conditions; according to re- 
port there are more paint outlets 
in Southern California than in the 
states of New York and New Jer- 
sey combined. Jones carries a 
leading brand of paint. He also 
gains cooperation from the manu- 
facturer, due to his volume sales. 
However, the volume sales came 
first! Here, then, is the way Jones 
does it: 
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Jones Hardware Co., Long Beach, Calif., 


reaches customers on wide front through sales- 


A Hardware Store Twenty 


Miles Wide 


A hardware store twenty miles 
wide. That is what going outside 
his place of business for business 
has accomplished for Jones Hard- 
ware. Meeting the customer on his 
doorstep enables the salesman to 
do a suggestion selling job in- 
volved in inspection, etc. This 
can hardly be accomplished when 
the buyer comes to the store be- 
cause then the salesman is unable 
to ascertain his needs. 

But each salesman sells only 
one line, or at most several re- 
lated lines. One man sells paint, 
another tools, another builder’s 
hardware, another sporting goods, 
etc. Thus when one salesman, say 
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men who do selling job through suggestion. 


the paint man, calls on his cus- 
tomer and notes the possibilities 
for a sale of builder’s hardware he 
lets that salesman know of the 
possible sale. Instead of increas- 
ing selling costs, that system 
lowers them as Jones explain 
when he says: 

“First, it is not possible for one 
man to know thoroughly every 
line in the store. If a man doesn’t 
know a line thoroughly, he won’t 
do a good selling job on it. There- 
fore, he'll fumble around and very 
likely lose the sale or not sell 
the customer all his needs in the 
unfamiliar line. That is waste 
time and motion. Whereas if he 
will go on to another customer and 
leave the hardware sale up to our 
hardware man not only will that 


man make a quicker sale. He will 
make a better sale. What com- 
parison is there between selling 
costs involved when a man misses 
the possibilities of a sale and when 
a double-back on territory is nec- 
essary? We have found the 
double-back is better; that is, it’s 
more efficient to have one man 
covering perhaps some of the 
same territory covered previously 
by another than it is to lose 
sales.” 


Selling All The Territory 


In this way the hardware store 
covers all its trading territory 
thoroughly. Haphazard, hit-and- 
miss solicitation is eliminated by 
having the men out all the time. 

(Continued on page 85) 
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Morehouse & Wells, 
Decatur, Ill., have 
found a key to the at- 
tention and interest of 
the public by using the 
methods of “‘P.T.”’ 


ELECTROLUX , 


Permanenthy Silent 


No Moving Parts & 
No Machines 


Y 
Uses Ordinary Kerosene 
Wtol5 dallors per month 
Operates Continuosly 
Air Cooled -use no water 
Proper Protection for fuxt a 
Buy onthe FHA PLAN 





HE unusual things are re- 
membered the longest. The 
commonplace, every - day 
happenings are soon forgotten. 
Have you ever applied this sim- 
ple truth to your store promo- 
tions and advertising? Let us 
urge you to use more showman- 
ship. Do somehing different! Get 
people talking about your store 
by giving them something to talk 
about. If they are talking and 
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These windows were “fenced” in true farm style by Morehouse & Wells. They “corralled” the attention of the public. 


thinking of your store, that’s 
where they will buy. The prob- 
lem of lifting your store from the 
ranks of just the average is a vital 
one. The usual trouble is that 
it’s just another hardware store. 
Why should people come to your 
store instead of your competitors? 

The answer is showmanship! 
Use more Barnum. The people 
love it. They like to have some- 
thing to talk about besides the 
weather, so let us give you an ex- 
ample of this Barnum stuff and 
how it works. 

The Illinois Agricultural Asso- 
ciation held their State Conven- 
tion in Decatur, Illinois, January 
29, 30 and 31. That meant that 
there would be from 4000 to 5000 
farmers in Decatur for those days 
and that the interest of the people 
in general would be focused on 
the farm and its problems. We 
wanted to make an impression 
upon the farmers and other cus- 
tomers, because a large part of 
our business is in farm supplies. 
True, the farmers attending the 
convention wouldn’t buy much at 
that time, but they are real pros- 
pects later on. We wanted to 
draw the attention of all the peo- 
ple to our store as well as the 
farmers. What could we do? 
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Well, we went into a huddle and 
I believe that the spirits of Bar- 
num and Bailey were right there 
beside us. We came out with this 
idea: Bring the farm right down 
to Water Street on the busiest 
corner in town. We brought a 
cow where the only thing that had 
been seen for years was “calves.” 
We placed a prize Guernsey in our 
front window in a stanchion (in- 
cidentally we sell these for dairy 
barns). We filled out the display 
with complete dairy equipment. 
We placed a white board farm 
fence all around our ten windows. 
The straw on the floors, the live 
stock, the farm fence and the 
signs made a real show. 

We placed a nice pig in the 
next window with a complete line 
of butcher supplies. 

A sheep was placed in the next 
window with a kerosene Refriger- 
ator. A sign read—“Don’t Pull 
the Wool Over Your Eyes! In- 
vestigate.” 

A pen of prize white leghorn 
chickens was placed in another 
window with more farm supplies 
and soon. We had a pen of prize 
barred rock chickens and a bunch 
of baby chicks and ten windows 
in all with all of our full line of 
farm supplies shown. 


One window, through the cour- 
tesy of the Lake Decatur Fish and 
Game Association and the State 
Department of Conservation, 
showed a mounted farm cat with 
a pheasant in its mouth. This cat 
had killed eight pheasants the 
morning it was shot. Seeds that 
could be planted by farmers in 
fence corners for game were 
shown on panels. 

Inside the Sporting Goods De- 
partment we had a model farm 
displayed showing how the farm- 
ers could provide for game and 
help the cause of conservation. 

These windows gave us more 
advertising than a double-page 
spread in the newspaper. Every- 
one was talking about them. The 
crowing of the roosters was often 
interrupted by the ring of the cash 
register. Our salespeople wore 
welcome badges on their clothing 
and we really made an impression 
on those farmers. They felt that 
we were friends with them. 

We were in the spotlight—it 
pepped up our sales force during 
a dull month. It was really 
worthwhile. 

Another story, next issue, tells 
about another “Barnum” idea used 


by Morehouse & Wells. 
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MORGAN FARRELL 


By MORGAN FARRELL 


Director, Chilton Bureau 
of Economic Research 


\ \ 7HATEVER means may be 
used by either Government 
or business to raise prices, 
there is one, which is automati- 
cally and conspicuously doing the 
trick—Taxes. Unfortunately this 
kind of price-building does no 
good for either buyer or seller. 
In fact it is an unmitigated bur- 
den to both. Only, the buyer does 
not know how much of a burden 
it is to him. The seller does, be- 
cause of the extra bookkeeping, 
form filling and returns filing he 
must do and because of the seri- 
ous reduction in the purchasing 
power of his customer’s dollar. 
In this article, we shall try to 
show what a terrific burden of 
concealed taxes is now being laid 
on the patient shoulders of the 
ultimate consumer. For that is 
where all taxes eventually land. 
Tax the corporations, super-tax 
the rich, dress up the taxes in any 
form—they are all passed on to 
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The Cost is Hidden 


in the TAXES 


TOTAL COST OF GOVERNMEN Mua mov iaee PERSON 





This is how the increased cost of Federal, State and local government reaches 
the man in the street. He pays three times as much in taxes (62% of them hidden 
in sales’ prices) as he did in 1915. 


(Chilton Bureau of Economic Research) 


the man, woman and child who 
consume the goods. 

Once upon a time, we had here 
in America, only real estate taxes, 
poll and excise taxes and duties 
upon imports. James Madison 
tells how the Continental Congress 
argued for months whether the 
Federal Government should have 
the power to tax or should be de- 


pendent for revenue upon contri- 
butions from the States. In those 
days the States were very touchy 
about their rights and indepen- 
dence. 

Times have changed. Led by 
the example of the National Gov- 
ernment all the others, State, 
County, Municipal and Township 
Governments have climbed joy- 
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fully on the Tax band-wagon to 
take another nick out of poor 
Plain Citizen’s dollar—for, as we 
have just said, that is what it comes 
to, in the end. 

So we have, besides the real 
estate taxes, a long procession of 
taxes on machinery, automobiles, 
personal property, incomes, capi- 
tal stock, occupations, processing, 
excess profits—not to mention all 
the taxes on commodities and on 
payrolls, with others looming up in 
the future. 

Once, too, taxing a man twice 
for the same thing was considered 
as unlawful as placing him in 
double jeopardy for the same of- 
fense. It was a fundamental of 
Anglo-Saxon law that the wages 
of labor could not be taxed and 
this principle was incorporated in 
our Constitution. The revenue- 
raisers had to amend that great 
Instrument to make it legal to tax 
incomes. 

Now, under the Social Security 
Act, a man’s income can be taxed 
six times. The Federal Govern- 
ment scoops off 3 per cent of his 
wages, the State Government an- 
other 3 per cent. His employer 
must pay two more 3 per cent 
taxes on his payroll, which, you 
may be sure, will come out of the 
employee’s wages by lowering the 
scale. Finally the Security specifi- 
cally states, that after all this, the 
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WHAT NATIONAL WEALTH IS AND HOW IT IS DIVIDED 


Here is a graphic picture of all the things which constitute the national wealth 

of the United States and the percentage (figures on the dial) of the whole, rep- 

resented by each. Money is not included because it is not wealth but a medium 
of exchange. 


Ingall’s estimate of the total national wealth in 1929 is 460.2 billions. On that 

basis the worth of each of the above subdivisions in billions is: (a) Agriculture, 

578; (b) Minerals, forests, 21; (c) Residential buildings, 102; (d) Business 

buildings, 35; (e) Manufacturing, 53; (f{) Inventories, 35; (g) Transportation, 

47.3; (h) Public utilities, 21.2; (i) Tax exempts, 39.3; (j) Chattels and personal 
effects, 48. 


(Chilton Bureau of Economic Research) 





hapless wage-earner is still sub- 
ject to the provisions of the Fed- 
eral and State Income Tax Laws. 

But these taxes reach the Man 
in the Street more or less openly. 
We are concerned with those 
which reach him unknown or al- 
most unknown to himself. 

If he owns a car, here are some 
of the taxes to which he is sub- 
ject:* 

A.—Federal Excise taxes on 
(1) Passenger cars 3 per cent. (2) 
Parts and Accessories 2 per cent. 
(3) Gasoline one cent a gallon. 
(4) Oil four cents a gallon. (5) 
Tires 214 cents a lb. (6) Inner 
tubes four cents a lb. 

B.—State taxes on (7) Gasoline 
two to seven cents a gallon. (8) 
Registration fee. (9) Certificate 


of title. (10) Operators’ licenses. 
(11) Compulsory insurance. And 
in some States (12) Privilege or 
occupational tax. (13) Sales tax. 
(14) Personal property tax. 

C.—Many Counties and Cities 
have (15) Registration fees. (16) 
Operators’ licenses. (17) Wheel 
tax. (18) Gasoline tax. 

Without going into too many 
figures the owner of a car of the 
Ford, Chevrolet and other light 
types, pays $62.72 in taxes during 
the first year’s use. Some are open 
and some concealed. After that 
he joins the other 26,000,000, who 
jointly pay $1,200,107,729 taxes 
each year—one-eighth the total of 
all taxes, Federal, State and Local. 

In addition to the above, gaso- 

(Continued on page 86) 
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H. R. Rinehart, Tom Fernley, Jr., George A. Fernley, Percy F. Hord and Geo. W. Eckhardt 


"00S ARCH STREET" 


George A. Fernley and As- 
sociates celebrate their fif- 
tieth anniversary in trade 
association work ut this fa- 
mous address in Philadel- 
phia. Highly specialized 
service was founded March 
6, 1866 by late T. James 
Fernley. 


MONG hardware men, the ad- 
ites “505 Arch St., Phila- 
delphia, Pa.,” is well known 

as headquarters for the National 
Wholesale Hardware Association, 
and the National Supply & Ma- 
chinery Distributors Association. 
Highly organized for this special 
type of service, yet with an inde- 
fatigueable amount of truly per- 
sonalized attention, the work of 
this unusual service corps goes on 
year after year. Special attention, 
specific information for members, 
general bulletins, the NRA, codes, 
many complex legislative experi- 
ments effecting distribution and the 
everlasting need of defending the 
interests of association members. 
These are all a part of the daily 
tasks handled by Mr. Fernley and 
his co-workers—under the title of 
secretary-treasurer, counselor, or 
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T. JAMES FERNLEY 


manager of an organized business 
group. There are the annual con- 
ventions which give a scant few 
days’ glamour to their chosen 
work—yet it is a glamour heavily 
diluted by an intense concentration 
on details of the program, registra- 
tion, securing speakers, arranging 
reservations, etc., and requires 


many weeks of preparation which 
conventionites never consider or 
think about at all. 

And so on this, the fiftieth an- 
niversary of the founding of sec- 
retarial services rendered industry 
by the Fernleys, it is appropriate 
that some tribute be recorded. It 
was on March 6, 1886, that the 
late T. James Fernley was elected 
secretary-treasurer of the Hard- 
ware Merchants’ and Manufactur- 
ers’ Association of Philadelphia. 
From this modest start began a 
service in which he and those who 
have followed him have been con- 
tinuously engaged for half a cen- 
tury. Today’s executive staff in- 
cludes George A. Fernley, a son 
of the founder, Henry R. Rinehart, 
Percy F. Hord, George W. Eck- 
hardt and Thomas A. Fernley, Jr., 
a grandson of the founder and a 
nephew of George A. Fernley. 
Tom, Jr.’s, father was also asso- 
ciated with the organization until 
the time of his death in 1923. Mr. 
T. James Fernley died during the 
Atlantic City convention in Octo- 
ber, 1926. 

Mr. Rinehart was formerly in 
newspaper work, resigning in 1926 

(Continued on page 126) 
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Getting at the Senegambian in 
the Wood Pile 


r JHE Pennsylvania Wholesale 
Hardware and Supply As- 
sociation on March 19 held 

its annual dinner followed the next 
day by its annual meeting at the 
Hotel Astor, New York City. 
While several hundred manufac- 
turers and jobbers usually at- 
tend this dinner, on account of 
flood conditions in Pennsylvania 
there were only fifty present, 25 
jobbers and 25 manufacturers. 
Many of the Pennsylvania mem- 
bers were completely cut off. Not 
only was it impossible for them to 
get to New York because train 
service had been discontinued, but 
it was even impossible for out- 
siders to reach them by telephone, 
telegraph or mail. There were 
many expressions of sympathy and 
regret that these missing members 
could not be present. 


* * * 


There has been one very pecul- 
iar situation in connection with 
this, the greatest flood the United 
States has ever suffered in its en- 
tire history, and that is that in the 
case of a city like Pittsburgh, for 
instance, while here in New York 
in the daily papers and by radio 
we were given all the details in 
regard to the flood, with numerous 
pictures in the papers and in the 
movies taken from airplanes, in 
the flood district itself the inhabi- 
tants actually did not know what 
was taking place in their own lo- 
calities. For instance, in Pitts- 
burgh telegrams could not be 
delivered, either incoming or out- 
going. Mail was not delivered. 
Power plants and water works 
were shut off. There was no light. 
Flooded districts in Pittsburgh 
were guarded by the militia. 
Businessmen owning property in 
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By SAUNDERS NORVELL 


this district were not even per- 
mitted by the militia to visit their 
own buildings. Now that the flood 
has gone down it is reported to 
us that owners of buildings and 
business men still are not allowed 
to enter certain districts, and will 


- not be allowed to enter until these 


districts are cleaned up. There 
are, of course, several reasons for 
this situation, one being to pre- 
vent looting, another, to prevent 
epidemics, another to prevent 
fires, also the danger of falling 
buildings as a result of the foun- 
dations being undermined by 
floods. The great loss of life, of 
course, is greatly to be deplored, 
also the loss in property and the 
holding up of business. Still there 
is a widespread expression of won- 
der, when the danger that existed 
was known, because of the heavy 
snows and the ice and the long 
cold winter, why more was not 
done in the way of advance prep- 
aration to at least minimize the 
danger to life and property from 
the flood. It does seem strange 
that thousands of families re- 
mained in their homes until they 
were flooded to the second floor, 
making it necessary for them to 
either seek safety on the roofs of 
their homes or in trees. Where 
were the government engineers? 
Couldn’t the danger have been an- 
ticipated to some extent? Could 
not warnings have been sent out 
in advance? 

Now we all know that these 
heavy snows and these ice block- 
ades have extended all over the 
upper part of the Mississippi Val- 
ley. Still we see in the daily 
papers that engineers state nothing 
is to be feared from high waters 
in the lower part of the Mississip- 
pi River. Some of us who have 





seen the Mississippi on the ram- 
page, who have traveled in steam- 
boats up and down the river at 
flood time cannot understand, with 
conditions such as they have been 
in the watershed of all the rivers 
that empty into the Mississippi, 
why this year there will not be 
any flood. It is hard to believe. 
It seems to us in the light of the 
enormous damage in the Eastern 
States, that it would be wise to 
carefully study conditions on the 
Mississippi and make whatever 
provisions can be made in ad- 
vance, to handle the enormous 
amount of water that in the nature 
of the case must flow down the 
Mississippi to the gulf. 


* * * 


In Japan the country is suffer- 
ing not so much from politicians 
as from the army and navy. Japan 
in her ambition to be dominant in 
the Orient has built up a great 
army and navy. On the best of 
authority we learn that today in 
her own waters, the Japanese navy 
would be a match for the navies 
of both Great Britain and the 
United States combined. Very few 
people actually realize the amount 
of money Japan has spent, and 
the work that has been done to 
make her a great military and 
naval nation. It is therefore log- 
ical that the army in Japan, feel- 
ing its power, should desire to 
take charge of the government. 
When they have assassinated the 
ministers of the empire, it is just 
a little amusing to have them tell 
how loyal they are to their Em- 
peror Hirohito. It is funny, isn’t 
it, that here in the United States 
one of our leading publications 
was officially called down by 
Japan because of a caricature of 
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the Emperor, when the army of 
Japan, which would not think of 
having a little fun with his sacred 
person, did not hesitate to shoot 
down in cold blood members of 
his cabinet, and also did not hesi- 
tate to practically dictate to the 
Emperor the men he should select 
to take the place of those who were 
shot. 

It seems that the navy is better 
disciplined than the army. The 
navy better understands authority. 
The Japanese saved the situation 
by calling on their navy to check 
the mutiny in the ranks of the 
army. 


Created a Frankenstein 


The point [ am making is that 
Japan, in building up her very 
powerful navy and army has cre- 
ated a Frankenstein with which 
the civil government now has to 
cope in order to preserve its own 
existence. And with such thoughts 
in mind, I have been thinking of 
the Frankenstein that we have 
been building in this country. 
Here we are not troubled with any 
fears of a revolution on the part 
of our army and navy. Our 
trouble is that we have allowed a 
political patronage system to grow 
up that threatens the present and 
the future welfare of this coun- 
try just as much as the great power 
of the army and navy threatens 
the government of Japan. 


* * * 


History indicates clearly that 
excess is always followed by re- 
action. The danger to Mussolini 
and Hitler is not from without, 
but from within. Read all the 
way down through history and 
you will find the same story. 
Within the system of dictatorial 
power is a germ that finally de- 
stroys that power. Napoleon at one 
time the dominant figure in 
Europe destroyed himself. His 
immediate destruction was caused 
by the unfortunate campaign in 
Russia, but if it had not been 
Moscow, something else would 
have destroyed him. The Japanese 
after all are Orientals and it has 
always been the custom in Far 
Eastern countries, when a leader 
becomes unpopular, loses his per- 
sonal power or losses the confi- 
dence of the people, to simplify 
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matters by assassinating him. They 
figure with Oriental fatalism that 
the quickest way to get rid of an 
objectionable official is to shuffle 
him off promptly and put a 
stronger man in his place. Usually 
the stronger man does the shuf- 
fling. There has always been one 
trouble with those who grasp 
power. They never want to let it 
go once they have it. They will not 
retire. Now we are going to in- 
dulge in just a little prophecy and 
that is that unless Mussolini and 
Hitler resign, unless they go back 
to the farm, unless they turn over 
their power to successors, they are 
coming to violent ends. In other 
words, if Mussolini is wise, when 
he conquers Ethiopia, as he seems 
to be in a fair way of doing and 
has divided up with France and 
England, he will then retire to his 
farm. It is a terrible situation 
for any dictator to finally reach 
the point when, in order to hold 
his power, he must be constantly 
doing dramatic things that appeal 
to the emotions and not to the 
intelligence of his followers, just 
as Hitler has done by occupying 
the Rhineland. George Washing- 
ton had the wisdom when his 
work was done to retire to private 
life in Mount Vernon. 

Please don’t forget, as time 
passes, that long ago, before the 
war started in Ethiopia, I had the 
temerity to predict that in the end 
Ethiopia would be divided up into 
Italian Ethiopia, English Ethiopia 
and French Ethiopia. Probably 
if Hitler continues his bluffing and 
getting away with his bluffs as 
he has done, he niay also get a 
slice of Ethiopia. 


Taxation 


The great problem before the 
United States at the present time, 
a problem that affects almost 
every indvidual citizen, is that of 
taxation. Naturally we must pay 
through the nose for what our 
politicians and officeholders have 
done to us in the past. The im- 
mediate duty, however, of the citi- 
zens of this country is to investi- 
gate national, state and local 
spending. It is a sad state of af- 
fairs when, after going through 
all the expensive machinery of the 
elections to elect officials whose 
first duty is to look after and pro- 





tect the interests of the people, we 
find these officials are so inefficient 
and careless, if not worse, that it 
is necessary for the taxpayers to 
organize an association to investi- 
gate and give them a clear idea 
of how their money is being 
spent. What we need is not so 
much good neighbors as “indig- 
nant neighbors” who will help us 
clean up the racketeers who have 
grown fat on their fellow citizens. 


“Ain’t They Had Fun?” 


Now the above remarks have 
their source in a small local con- 
dition. The writer happens to live 
in Westchester County, New York. 
It is probably one of the richest 
counties in the United States. And 
what a glorious time the poli- 
ticians and officeholders have had 
with the taxpayers. We are going 
after them now, but I am afraid 
it is another case of where we 
lock the barn after the horse has 
been stolen. Let me state our 
case in simple terms. In our county 
there are a number of prosperous 
towns. Many people who do busi- 
ness in New York City live there. 
There are many beautiful homes, 
but I am afraid the New York 
business men who own them have 
paid little or no attention in the 
past to what our good neighbors 
the local politicans have been 
doing. 

Naturally in a county such as 
ours there are thousands of work- 
ing people, such as carpenters, 
mechanics, chauffeurs, etc. A 
large part of these people are of 
foreign extraction. Eighty-five per 
cent of the taxes in Westchester 
County are paid by real estate, 
and only 15% is paid by personal 
incomes, in other words, by the 
mass of the people. I had an in- 
teresting conversation with a hard- 
working, intelligent foreign friend 
of mine who moved into our 
county ten years ago. He got a 
good job. He married. He 
raised children. He drives his 
own car. He enjoys our wonder- 
ful roads, parks and schools. He 
has police and fire protection, 
churches and a free library. Yes, 
he told me, he likes the United 
States. He likes it much better 
than his own country. But upon 
inquiry I find that he has never 

(Continued on page 124) 
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Co-operation and Co-ordination 


Cuicaco, Itt.—There is no ques- 
tion but that the three branches 
engaged in hardware distribution 
have arrived at one conclusion, and 
that is that their products must 
ultimately reach the consumer on 
a competitive basis as to price and 
quality. It has taken a long time, 
far too long a time for the good of 
the retail hardware merchant, for 
this fact to become apparent. 

To any one engaged in either the 


manufacture, wholesaling or retail- 


ing of hardware, it is evident that 
the loss of volume in the individu- 
ally owned hardware stores has 
been due to aggressive merchandis- 
ing on the part of the new compe- 
tition (if it can still be called new), 
the mail order house and chain 
store, rather than to the excuse so 
easily offered and so readily be- 
lieved, that times have been bad. 
Yes, economically bad; no build- 
ing; banks closed, and many times 
the weather not just right. But 
while the executioner’s axe fell with 
sickening regularity on the unfortu- 
nate individual dealer, the execu- 
tioner opened up an outlet here and 
an outlet there to take the place of 
the departed, and their sales in- 
creased, and most of the time their 
profits. 

For a long time, in fact, even yet 
APRIL 
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the hope is entertained that a solu- 
tion is in the combined cooperative 
effort of the manufacturer, whole- 
saler and retailer. However, trade 
papers and alert executives in the 
three individual branches of the 
industry have recently apparently 
arrived at a conclusion that there 
is probably no Moses capable of 
leading all three out of the wilder- 
ness at one and the same time. 
This conclusion had been arrived at 
long ago by such a small minority 
that they were never able to make 
themselves heard. This minority 
have long been convinced of the fact 
that when each branch solves their 
individual problems, and_ conse- 
quently reach a state of efficiency 
comparable with that of their com- 
petitors, their wares can automati- 
cally be sold on a basis of equality. 
Some of this minority have even 
been known to entertain the thought 
that should the effort be carried to 
a point, based on the individual 
ability and knowledge of their par- 
ticular branch of the industry, a 
degree of perfection might be at- 
tained which would place manufac- 
turer, wholesaler and retailer on a 
plane as yet unthought of. When 
such a result has been accomplished 
by each respective unit, cooperation 
and coordination will bring about 
the panacea needed. 









Cooperation may be possible in 
a degree, and some progress has 
undoubtedly been made by manu- 
facturers, wholesalers and retailers 
along this line, but coordination has 
been impossible except to disclose 
the vacuity of the thought that the 
problem will be solved in this man- 
ner. To succeed cooperation must 
be sought by manufacturers pro- 
gressive enough to bring their 
operation to the highest degree of 
efficiency, with wholesalers progres- 
sive enough and capable to perform 
their fupctions on the same basis, 
who, in turn, will select dealers of 
similar qualifications to serve the 
consumer. Then, and then only, 
will coordination of the three bring 
about the looked-for. results. Multi- 
plication of manufacturers and 
dealers to cover the scope of items 
and consumer distribution would, 
of course, be necessary as well as 
wholesalers with regard to territory. 
Such a combination could meet and 
beat any competition. A high de- 
gree of efficiency on the part of any 
one, and many such exist, combined 
with either one or both of the other 
with the limitations and handicaps 
we have to contend with today, will 
encourage competitors to feel that 
their future is assured. 

It is hardly comprehensible, let 
alone logical, that a manufacturer 
with a vast investment in buildings, 
machinery, equipment, etc., and the 
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organization to sell what he makes 
and more should consent to confine 
his distribution to any particular 
group, as has been suggested, and 
even insisted on by some. It would 
be as logical to believe that these 
same individuals would be satisfied 
stockholders and seeking to invest 
more of their money in a concern 
ultimately guaranteed not to make 
a profit and thus no dividends. 

It is hardly less logical to believe 
that a progressive, up-to-the-minute 
wholesaler would tie himself up to 
handle the products of the manufac- 
turer whose policy is a guarantee 
of failure. The wholesaler’s funda- 
mental function is to supply dealers 
with merchandise the public or con- 
sumer wants; to resist the tempta- 
tion of selling them goods which 
will pay a longer profit but which 
are handicapped by sales resistance 
of any kind; and not to sell the 
dealer’s customer, large or small, 
under a subterfuge of any kind. A 
wholesaler can never keep his cost 
of doing business where it belongs 
if he sells either irresponsible 
dealers or assumes retailers’ distri- 


bution costs. Goods must reach the 
retailer on a cost basis comparable 
with any other retail outlet. He 
must furnish with the goods he sells, 
advertising, display and merchandis- 
ing assistance, also comparable with 
that used by other retail outlets, 
whether mail order or chain stores. 

As for the dealer, with manufac- 
turers and wholesalers such as de- 
picted above, his requirements 
should be first and _ foremost. 
financial ability to meet all obliga- 
tions before rather than after they 
become due. Equipment and per- 
sonnel competent to serve the con- 
sumer as well or better than any 
other retail outlet. He should have 
one source of supply if possible and 
do business with that source on a 
basis entailing the lowest possible 
cost. 

With manufacturers, wholesalers 
and retailers cooperating and co- 
ordinating on such a plan as out- 
lined above, we would be reasonably 
sure of perpetuating the hardware 
distribution structure. 

E. G. Lrypguist, 

Secretary, Ace Hardware Corp. 





Hardware Store Progress During 


Past 35 Years 


HuNTINGTON, IND.—As my 
thoughts wander back to the time I 
started in the hardware store a 
period of thirty-five years has 
passed, thirty-three of them with my 
present employer, Sam S. Nave. 
Time passes quickly. Along with it 
we notice the many changes that 
have come about in the business 
from the standpoint of the retail 
hardware, the jobber, also the man- 
ufacturer. 

The average retail hardware store 
of today is a neat, clean looking 
well-lighted place, one that caters 
to the wants of the housewife, as 
she is the one who purchases the 
bulk of the merchandise used in the 
home. The hardware dealers now 
carry larger lines of goods that are 
of special interest to the ladies in 
the way of new labor-saving devices, 
more durable and far more attrac- 
tive to the eye than they had to 
offer years ago. We must not over- 
look the fact that we sell a great 
deal of merchandise to men and 
children; they also appreciate cour- 
tesy and the advantage of trading 
in a store of this kind. 

The hardware line itself has un- 
dergone a wonderful change. There 
are new articles, new and _ better 
improvements. labor-saving devices 
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that reduce the cost of installation. 
However, we have calls for some of 
the older items of merchandise that 
were used years ago and always 
will have. On many articles the 
sales are gradually decreasing, as, 
for instance, if the hardware mer- 
chant of years ago will check his 
sales of blacksmith supplies with 
those of today, he will notice that 
the automobile of today has cut 
his revenue unless he, in turn, has 
added a line of automobile acces- 
sories to offset same. 

The chain stores and mail order 
houses have also made a difference 
in our business. It is our duty 
wherever possible to try and con- 
vince the trade that we are selling 
quality merchandise, and it is our 
honest endeavor to give them value 
received for the money they pay. 
Through this depression it has been 
more of a price proposition with 
many people than quality. There 
is a reason for that: if one’s means 
are limited they must buy accord- 
ingly. I have had many a customer 
tell me that they preferred quality 
merchandise, and would buy it if 
they had the means to do so (and I 
sincerely hope the time will soon 
come when everybody can.) I 
think many of the jobbers and man- 


ufacturers have made an effort to 
supply the dealer with merchandise 
that he could sell at a similar price 
to that offered by the chain and 
mail order houses and still give 
them better merchandise. 

There is no question but what the 
five- and ten-cent stores started on 
the real plan of selling merchandise 
in the form of the open display: 
practically all hardware dealers 
who use this plan find it immensely 
worth while in the way of selling 
more merchandise with less effort 
and quicker turnover. The point 
I wish to emphasize is the advertis- 
ing of the chain store and mail 
order house. We must admit their 
advertising is carefully and well- 
planned and presented to the buy- 
ing public in different terms than 
those we have been accustomed to 
using all these years. 

The idea I wish to present is in 
regard to the manufacture of tin, 
galvanized, copper, aluminum, gran- 
ite, glass, crockery, or any other 
items that have a liquid capacity. 
In reading their advertisements, 
two of which you will find enclosed, 
I find they quote prices on these 
articles giving the gallon capacities. 
As, for instance, they advertise 
their wash boilers in gallon capac- 
ities; we use the term No. 8 and 9, 
and they vary in size. They adver- 
tise gallon capacity of wash tubs, 
both round and square, in gallon 
capacities; we have always known 
them as size B-1-2-3. This applies 
to articles too numerous to mention. 
We have many calls from cus- 
tomers who shop by phone, also 
customers in the store, and they are 
comparing values in regard to the 
gallon capacities of these tubs, 
boilers and other items of the sizes 
as we know them, so we must get 
this information out of the catalogs 
and have it handy to give them the 
information they desire. I have 
gone through a number of metal 
ware and hardware catalogs and 
could not find the liquid capacities 
of many of these items. This may 
seem like nonsense; however. I feel 
confident that if the retail hardware 
sales people would check up on 
many of these items where the 
capacity is not marked they will be 
surprised to know how many times 
they are wrong. 

I believe the manufacturers of 
this class of merchandise who look 
to the retail hardware store for its 
final disposition would gladly co- 
operate with use along this line. T 
am sure this capacity information 
would be very helpful in selling. 
ordering and stocking such mer- 

(Continued on page 120) 
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DAGGERS WERE UGED A> 
TABLE KNIVES BY EVEN 
THE MOST FASHIONABLE 
LAD\ES OF EARIY ENOLAND. 
THE FOOD Was CUT LIP 
WITH THE DAGGER AND 
EATEN WITH THE 
FINGERS 
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A THREE -SPOUTED TEAPOT, ON 
EXHIBITION IN A LONDON, ENGLAND, 
CURIOSITY SHOP, MIGHT BE A GOOD 
TIME-SAVING IDEA FOR THIS HURRIED 
MODERN AGE, WITH IT THREE CUPS OF 
TEA COULD BE POLIRED AT ONE TIME / 
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THE WORLDS LARGEST ELECTRIC 
/ROA/=AND I(T ACTUALLY WORKS, 
TOO. RECENTLY DISPLAYED ATA CHICAGO 
MERCHANDISE SHOW, ITS SIZE CAN 
BE GAUGED FROM A COMPARISON, 
WITH THE GIRL STANDING BEHIND IT 
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THE FLOOR WAX USED TO 
POLISH FLOORS IN THE 
BRITIGH WEST INDIES DURING 
COLONIAL TUAES WAG 
ORANGE JUICE 

















The item about George Worthington in a recent “Hardware Facts” Page was by courtesy Cleveland Press. 














HINAWARE sales increased 
C one-fourth and other house- 

hold wares in equal or 
greater proportion for George E. 
Allen, proprietor of Allen’s Hard- 
ware Store at Salem, Oregon, 
when he converted unproductive 
basement space into an attractive 
and easily-accessible household 
ware department. 

Besides, in Mr. Allen’s judg- 
ment, a housewares display can- 
not be appropriately located on 
the main floor of any hardware 
store. Well-dressed customers, he 
points out, prefer to shop where 
the surroundings are clean and 
neat, away from the necessary 
rougher work of the hardware 
store. 

First of all, an entrance to the 
basement display room was ar- 
ranged close to the main front 
entrance. Carpenters were in- 
structed to make the stair wide 
and easy to descend. At the land- 
ing four shelves were erected 
where representative glassware, 
pottery and china could be viewed 
by even the casual customer en- 
tering the main floor from the 
street. Electricians installed con- 
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This basement entrance at Allen’s Hardware, Salem, 
Oregon, invites further exploration. 


Through introduction of China and Glassware, 

Allen’s Hardware Store, Salem, Oregon, trans- 

formed unproductive space into profitable house- 
wares department. 


cealed ceiling lights that bathed 
this entrance display in subdued 
and harmonious light. 

Plans called for a basement dis- 
play room 25 x 50 feet. Walls and 
ceiling were finished in plaster 
board and coated with semi-gloss 
of an ivory shade. The cement 
floor was painted a dark color 
that does not easily show foot- 
prints. 

Lighting to best display the 
wares and provide atmosphere was 
a problem that required no little 
thought and some experimenta- 
tion. Finally fixtures were selected 
—-ten of them to be exact—that 
flooded the room with soft, dif- 
fused but uniform light. Nine 
spots were installed around the 
shelves of the glassware and pot- 
tery section to provide auxiliary 
lighting. In addition, Mr. Allen 
insisted on numerous and con- 
venient outlets. 


The effect of this soft but ade- 
quate lighting in a room with 
seven-foot ceilings and filled with 
well-arranged glassware, china 
and pottery has brought much 
favorable comment from an ever- 
increasing number of desirable 
customers. They appreciate the 
absence of gaudy glare and con- 
fusing reflections in the display of 
glassware. They speak of the 
quiet charm and dignity of the 
display. This atmosphere, Mr. 
Allen has found, does not have a 
tendency to make his housewares 
department seem too exclusive. 
Rather, it is conducive to gener- 
ous and adequate buying. 

To assist in customer selection 
and purchase, the store has en- 
gaged an experienced and cultured 
saleslady who is well versed in 
matters of table arrangement, 
glassware service and gift selec- 
tion. 
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Of course perfect cleanliness in 
such a display room is imperative 
for both the merchandise and the 
table linen. 

After the customer makes a se- 
lection a duplicate article is taken 
from the nearby stockroom. The 
wrapping table is located near the 
pottery and china sections thereby 
giving the purchaser an oppor- 
tunity to look around and refresh 
his memory while the package is 
being wrapped. Finally, when 
the customer takes his departure 
he is again confronted by the rep- 
resentative merchandise displayed 
in different perspective on the 
shelves at the stair landing. Not 
infrequently his memory is re- 
freshed—“Oh! I forgot,” and the 
customer returns to make an ad- 
ditional selection. 

Mr. Allen’s stock of household 
wares has an inventory value of 
approximately $6,000. Crooks- 
ville and Vernon china are car- 
ried in more than 50 patterns with 
a price range of from $2.95 to 
$45.60 for 32-piece sets. The best 
sellers in the 32-piece sets range 
from $10 to $15. During the 
Christmas rush as many as six 
salespeople were employed in the 
wares department and on one day 
17 sets of china were sold. 

The patented Bird Pottery man- 
ufactured in California and carry- 
ing the design of Western flowers 
in some patterns is much in de- 
mand. Prices on this merchan- 
dise are reported to be standard 
and guaranteed against price cut- 
ting. 

Enamel wares are on display 
shelves at the end of the room op- 
posite the glassware and pottery. 
Directly across from the enamel 
wares are shelves of well-polished 
aluminum lines. 

Five center-tables, easily acces- 
sible from any approach and com- 
posed of units that may be rear- 
ranged, carry china sets, ovenware 
and kitchen utensils. Quality 
gadgets, too, ranging in price from 
10 cents to $2, have a display 
table at the end of the utensil sec- 
tion. To reach it the customer 
must pass through that portion of 
the room devoted to display of all 
kitchenware. 

Air conditioning for this bast- 
ment department is provided by 
concealed fans. 
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Allen Hardware, Salem, Oregon, dressed up the basement, formerly unprofitable 
space, and now have built an enviable department. 
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These displays attract women to Allen’s Hardware, Salem, Oregon, increasingly. 
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The Passing of Tom Howell 


S HarpwarRE AGE went to 
A press for its March 12 is- 
sue a telegram came to 
the editorial desk stating that Tom 
Howell, of Richmond, Va., had 
passed away. To those who knew 
Tom, seemingly in the prime of 
life, energetic and full of the spirit 
of service to his fellowman, such 
an announcement was much more 
than a shock. He had been to 
Washington in the interest of the 
Virginia Retail Hardware Asso- 
ciation, which he had served for 
many years, was returning to Rich- 
mond in the company of his wife, 
when suddenly he threw up his 
hands exclaiming: “Everything 
has gone dark.” It was the pass- 
ing of the well-beloved Tom 
Howell from the scene of his 
earthly labors, but his spirit will 
continue to permeate the wide cir- 
cle where his personality was felt. 
Tom Howell, first saw the light 
of day on the soil of Kentucky and 
had all the virility of mind and 
purpose that is associated with it. 
As if that were not enough, he 
was trained in the school of so 
many other great hardware men, 
the Simmons Hardware Co., and 
always adhered, in his business 
career, to the precept enunciated 
by E. C. Simmons: “The recollec- 
tion of quality remains long after 
the price is forgotten.” It was 
during his travels for the Sim- 
mons company that he saw the 
opportunity to establish himself 
in the retail hardware business in 
Richmond, and, calling upon his 
brother George to join him, opened 
the present business of Howell 
Bros., which today is one of the 
outstanding hardware stores of 
the South. 
No greater tribute can be paid 
a man than that offered by his 
fellow business men and neigh- 
bors. Such a tribute is printed by 
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THOMAS B. HOWELL 


a Richmond daily newspaper: 
“The loss to a city of such a 
man as Thomas B. Howell is worse 
than a strike, a flood, or the crash 
of an industry. Floods recede, 
strikes end, new industries take 
the place of old; but the spirit 
that inspires the civic leadership 
which marked Tom Howell’s en- 
tire career is rare and providen- 
tial. A certain standard of ser- 
vice to the community is noblesse 
oblige. It cannot be inculcated. A 
city cannot educate a man in 
those finer qualities of service that 
prompt some individuals to give 
their best abilities to humankind 
through long years and in every 
field where labor is demanded. 
“Tom Howell did precisely 
that. He associated in the public 
mind primarily with the Boy 
Scouts, and for the best of rea- 
sons. ‘The understanding father 
of boys, he applied at home what 
he learned at scout meetings, and 
vice versa. To all activities of the 
Boy Scouts for more than two 
decades, he gave not only wise 
council and driving energy but 
also a sustained idealism that is 
even more precious. We do not 
depreciate the work of anyone else 
when we say that the high level 
of scouting in Richmond, never 
lowered, never threatened, was due 


to no man more than to him. 

“Much more was to his credit, 
much that won the respect and the 
admiration of his city and of his 
vocation. One of the guiding 
spirits of the Richmond Retail 
Merchants Association for two 
decades, he had a sharp sense of 
what was decorous, what was de- 
sirable, what was in the public 
interest. Working with men who 
had the same high standard, he 
helped to make the association 
what it is today in the industrial 
life of the city. In the larger field 
of the national hardware trade, 
none was more esteemed, or did 
better service. The same thing 
could be said of his church work, 
ever dear to his heart, and his par- 
ticipation in the community fund. 

“Behind all this was that inde- 
finable spirituality, that mysteri- 
ous power of soul, which is the 
endowment of some lives. Whether 
seen in the turmoil of the day’s 
trade, in the meeting of men who 
struggled with some civic prob- 
lem, or at some joyous jamboree 
of the scouts, Tom Howell always 
had the same composed strength.” 

It was not enough for Tom 
Howell to do the daily tasks that 
came to his hand, he did every- 
thing just a little better than 
necessary. His interests were well 
balanced and his service to the 
city in which he lived was wide- 
spread. His growth in civic and 
social life was evidence of the 
philosophy he held—always look- 
ing to the interest of others, even 
at the sacrifice of his own. 

He organized the retail hard- 
ware dealers of the State of Vir- 
ginia seventeen years ago, served 
as its first president and after- 
wards as its secretary-treasurer, 
an office he held until the time of 
his passing. His interest in the 

(Continued on page 112) 
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HOLESALERS and retailers in stricken 

areas wire and write for replacement of 

catalogs and merchandise destroyed or lost 
during the flood period. Tons of merchandise in 
hardware lines can be refinished satisfactorily. 
Emergency needs exhausted many available stocks 
and rehabilitation will require great quantities of 
hardware, tools, paints, home furnishings, cleaning- 
up equipment and major appliances. 

As long as the present stock lasts, readers of 
HARDWARE AGE may obtain, without cost, copies of 
the annual “Who Makes It?” Directory issued by 
this publication annually. Manufacturers and whole- 
salers are urged to immediately survey the flooded 
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Catalogs and Replacement Stock 
Needed Immediately in Flood Area 
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areas to determine the requirements of their cus- 
tomers, both for catalogs and merchandise. 

Wholesalers and retailers are invited to advise 
HarpwaRE AGE of their needs for catalogs and 
goods, so that as a service to this industry and to 
facilitate resumption of normal business, this pub- 
lication can make known these wants through these 
editorial columns. 

The flood area includes parts of Pennsylvania, 
West Virginia, Massachusetts, Vermont, Maine. 
Ohio, Maryland, Connecticut, New York and New 
Hampshire. 

At press time the following readers have ap- 
pealed to us for help in obtaining catalogs: Ney- 
harts, Inc., Wil- 
liamsport, Pa.; 
Haverhill Hard- 
ware Co., Haver- 
hill, Mass.; Union 
Hardware Co., Mar- 
ietta, Ohio; Geo. 
W. Hackett & Sons, 
Sunbury, Pa.; 
Dickey - Grugan 
Hardware Co., Inc.. 
Williamsport, Pa.: 
and the Quaker 
Sales Corp., Johns- 
town, Pa, 
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Hardware Plays Vital Part 
in Flood 
_ Emergency 





r NHE hardware trade ren- 
dered vital service during 
the recent flood which dev- 

astated a wide area in the eastern 

part of the country. Keeping 
stores open 24 hours a day; ex- 
tending generous credit to flood 
victims; providing ready and 
complete stocks of essential sup- 
plies and equipment; helping to 
clear up the inevitable debris and 
volunteering delivery trucks for 
transportation of sufferers and re- 
lief materials, are a few of the 
many useful community services 
which hardware merchants 
throughout the flood area extended 

in the hour of need. Always a 

factor in community life, in the 

building up of the community and 

a true citizen and friend, the in- 

dependent hardware dealer dis- 

tinguished himself to his ever- 
lasting credit. 
Only part of the story will ever 
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Glimpses of the flood 
area where hardware 
stores were inundated 
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be told of the part which hard- 
ware men rendered when their 
communities were threatened, and 
during the high peak of the dam- 
aging and unprecedented mad 
rush of water which inundated en- 
tire communities, causing untold 
suffering, the loss of human life 
and the damage of property to an 
extent not yet definitely recorded. 
From every part of the stricken 
area comes the simple report of 
duty well done. The independent 
hardware dealer, by the very na- 
ture of his merchandise and his 
community interest, has again jus- 
tified his place in the American 
business picture, the real and true 
friend of his neighbors and 
friends. 


Rehabilitation 


In the rehabilitation work that 
must go forward as rapidly as pos- 
sible the hardware man will again 
stand ready and anxious to serve. 
There will be need of the many 
special services which his knowl- 
edge alone can provide and for 
the many items of hardware and 
allied lines which his stock alone 
can furnish. It will be proper if 
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Haverhill, Mass. 





the many afflicted American com- 
munities remember, when _ they 
again resume their normal lives, 
the part played in the emergency 
by the independent retail hard- 
ware merchants. 


Hardware’s Part 


That our readers may have at 
first hand a glimpse at the har- 
rowing yet vital experiences of 
their fellow hardware men, Harp- 
WARE AGE here presents some re- 
ports obtained by a special corps 
of reporters who personally inter- 
viewed wholesalers and retailers 
in the flood area. Their tales are 
simply told, yet indicate the place 
the hardware trade played in this 
drama of real life. 

From Pittsburgh, Pa., which was 
very hard hit, comes this account: 

“The hardware industry suffered 
heavily in Pittsburgh during the 
greatest flood in the history of the 
city which reached a high water 
mark of 46 ft. on March 18. It is 
conservatively estimated that a loss 
of over $100,000 has been caused 
the trade, not including the loss of 
business to the stricken stores for 
several weeks and a general handi- 
cap in the hardware stores through- 
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out the city when electric lights and 
power were completely out of com 
mission for nearly a week. 
“Leading the severely damaged 
list are the Joseph Woodwell Com- 
pany on Wood Street, the Fort Pitt 
Hardware Company on _ Liberty 
Avenue and the Samuel McKnight 
Hardware Company on _ Federal 
Street, three of the city’s leading 
hardware stores which are located 
the closest to the Allegheny and 
Monongahela Rivers. Among other 
damaged stores are the Charles W. 
Walmer Hardware Company, Penn 
Avenue; Clyde F. Adams. store, 
Penn Avenue; Beighley Hardware & 
Tool Company, Diamond Street; the 
Four Burke Brothers, Liberty 
Avenue; Lyle Brothers Company. 
Water Street; Penn Hardware, Penn 
Avenue; Richard Hardware Com- 
pany, Penn Avenue, and Vockel 
Davin Company. Smithfield Street. 


The Red Cross 


“Cooperating with the Red 
Cross, J. A. Williams & Company 
donated two truck loads of coal 
stoves to be distributed among the 
institutions where needy, sick and 
homeless were housed during the 
period of havoc. The firm and its 
employees worked long hours get 
ting the stoves into the Red Cross 


59 














units downtown which were speedily 
delivered into the stricken areas. 

“The undamaged stores are cer- 
tain of one of the greatest hardware 
booms in the history of this district 
which suffered damages exceeding 
a quarter of a billion. Hardware 
has been in heavy demand, with the 
repair and rebuilding program un- 
der way. 

“The major damages suffered 
among the trade here is in build- 
ing property and loss of displayed 
goods in the windows which were 
swept away by the raging waters. 
Much of the damaged goods in the 
stricken stores can be cleaned of 
the yellow mud and brought into 
shape again. 

“All of the stricken hardware 
stores will be reopened as soon as 
the repair work has been completed. 
The clearing out of wreckage and 
the checking up of the remains have 
been going on since the waters re- 
ceded.” 


Wheeling, W. Va. 


Nearby Wheeling, W. Va., was 
also badly affected by the surging 
flood waters and from that point we 
have the following: 

“Hardware people in the Wheel- 
ing area were on the job and on their 
toes during and following the great- 
est disaster that ever befell this 
section of the Ohio Valley, with a 
maximum flood stage of 55 ft., 6 
inches. This was 3% ft. higher 
than the great flood of 1884 which 
no one in this section ever expected 
to see reached again. 

“Practically the only dealers in 
Wheeling untouched by the waters 
were H. Kalbitzer & Son, Beckers, 
Inc., Kennedy Hardware Co. and 
Braunlich & Luikart. They were 
high and dry, the waters reaching 
the first floors of A. E. Schubart and 
the hardware stores of the lower- 
lying surrounding towns. The deal- 
ers gave all the emergency aid pos- 
sible by personally contributing and 
helping in the work of rehabilitation, 
and in addition performed yeoman 
service in having sped to the city 
by trucks, oil stoves and other 
articles so badly needed in the 
emergency with the heat cut off. 
They also to a man offered mer- 
chandise to be paid for when the 
stricken people were able to pay. 
The hardware men did everything 
possible in the emergency, as did 
most of the retail merchants of the 
city. One dealer advertised that all 
accounts of those who lost furniture 
in the flood that was still not paid 
for would be wiped off their books 
and forgotten.” 
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Springfield, Mass., suffered badly. 
Here is a story from that point: 

“Carlisle Hardware Co., operat- 
ing ten stores in this city and the 
surrounding area, reports that it has 
received excellent support in the 
flood emergency from manufactur- 
ers’ and wholesale salesmen. A 
representative of one concern per- 
sonally drove a truck to Boston to 
bring back a large load of gal- 
vanized pails in great demand for 
removing water and cleaning up 
buildings of every description. This 
firm has 100 gross of the ordinary 
oil-burning type of lanterns on hand 
to serve its municipal trade, which 
uses many of them in street and 
sewer repairs. But this reserve van- 
ished over night and it was necessary 
to scour the surrounding country to 
replenish the supply. When this 
failed and there were no others 
within ready call, a salesman for a 
wholesale house who had a hundred 
gasoline lamps in Hartford brought 
these to the Carlisle store. These 
were snapped up immediately by 
purchasers. More of these were 
purchased and at this writing the 
firm is sold out on all lantern lines. 

“Because a large downtown area 
was without electric light for days 
the call for lanterns, flashlights and 
candles was record-breaking. A 
clean sweep of all broom stocks of 
various types for hand use, avail- 
able for delivery in this territory, is 
reported by this establishment. The 
demand for brooms broke all known 
records. Prompt steps were taken 
to bring in an adequate supply of 
disinfectants. On the advice of 
health officials, this was made a 
strong feature of the drive. The 
main stress in the emergency was 
not on advertising, but on getting 
hold of stock with which to meet 
a ready and urgent demand. 

“QO. C. Alderman, operating a 
store downtown, at once started 
trucks out to other places to collect 
lanterns from various sources when 
the local electric power system 
failed. Means were also taken to 
build up supplies of rubber hose 
and spraying attachments. 

“Dealers in downtown Springfield 
were under the special disadvantage 
of having their own basements 
flooded and their stores in darkness. 
Stocks for flood relief were massed 
on the street floor, as near the main 
entrance as possible, and window dis- 
plays used appropriately. Publicity 
as to legal requirements in the 
emergency helped to move this mer- 
chandise promptly.” 

Although out of the flood area it- 
self, Buffalo, N. Y., was a factor in 


the emergency supplies services 
needed. Here is an account from 
Buffalo: 

“Hardware jobbers with accounts 
in the flood areas and hardware deal- 
ers who had a plentiful supply of 
shovels, picks and automobile chains 
on hand during the week of March 
16-21, did considerable business as 
a result of the overflowing of the 
river banks in Pittsburgh, Pa., Bing- 
hamton, N. Y., and other cities, 
and the heavy snowfall in this city. 

“Hardware jobbers were called 
upon to take over the distribution of 
hardware materials of all kinds re- 
quired in fighting a flood and in sup- 
plying the normal household and 
business necessities because supplies 
from Pittsburgh were cut off for a 
number of days. A_ particularly 
heavy volume of orders came from 
cities around Pittsburgh, such as 
Ridgeway, St. Mary’s and others in 
this State from Binghamton, Hor- 
nell, Watkins Glen and other cities. 
Local hardware stores in all of 
these communities, according to re- 
ports received in Buffalo, did a very 
heavy business. 

“Buffalo itself is immune from 
floods because of Niagara Falls 


. which quickly disposes of surplus 


waters from the lakes and rainfall 
but traffic conditions in the city were 
almost completely paralyzed by a 
19.5 in. snowfall for three days. For 
two whole days, all of the trolley 
cars were stalled on their tracks. 
Buses and private automobiles were 
able to operate only at a snail’s pace 
and as a result, business and residen- 
tial business in hardware was down 
to a minimum, except for automo- 
bile chains, shovels and picks.” 


Johnstown, Pa. 


Johnstown, Pa., which has twice 
in 47 years been ravaged by floods 
was well under water with added 
anxiety and panic over an unfounded 
report that a nearby dam _ had 
broken. From this stricken point 
we have this report: 

“No sooner had the flood waters 
subsided, leaving in their wake 24 
dead, property losses totaling $35,- 
000,000 and untold desolation,. than 
hardware stores (those able to do 
business), found themselves in the 
midst of a business boom unpre- 
edented since World War days. 

“While five of the largest hard- 
ware firms were hard hit by the 
rampaging waters, a larger number, 
located in sections not touched by 
the water. ‘faced a post-flood de- 
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mand for all sorts of clean-up im- 
plements. 

“A survey revealed that stocks of 
the following items went quickly be- 
fore the onrush of flood victims: 
fiber and other brushes, mops, 
shovels, wheelbarrows, rakes, gal- 
vanized buckets, mop pails, flash- 
lights and flashlight batteries, lan- 
terns, oil and heating stoves. Most 
of the stores reported these stocks 
cleaned out in a comparatively short 
time. That some people did their 
cooking over oil lamps supplies an 
inkling of the conditions existing be- 
fore the restoration of utility ser- 
vice, which was not reestablished in 
some sections until 10 days follow- 
ing the flood. 

“Swank’s Hardware, through 
whose main floor the water rushed 
with such force that washing ma- 
chines and refrigerators were car- 
ried away, reported a loss approxi- 
mating $50,000, of which about $18,- 
000 is involved in the destruction of 
fixtures. Principal loss was in the 
general hardware and_ electrical 
lines, other merchandise being on 
upper floors out of the water’s 
reach. Opening as soon as the water 
had receded sufficiently for rescue 
workers to enter, this store supplied 
numerous emergency needs and re- 
mained open 24 hours per day. 
Robert J. Glock, vice-president and 
secretary, disclosed that eight car- 
loads of merchandise, ordered prior 
to the flood, will enable them to 
resume business with large stocks 
as soon as the clean-up work is com- 
pleted. The store on Monday, 
March 23, in the first advertising 
carried in local newspapers after 
the March 17 flood, announced 
‘undamaged goods at pre-flood prices 
and damaged goods at salvage 
prices.’ Crowds thronged the store 
throughout the week and many were 
turned away on Sunday by a no- 
selling order. 

“While no official estimate was 
forthcoming, Joy’s, located one-half 
block from Swank’s, and Snook’s 
were other firms suffering losses 
running into thousands of dollars. 
Doing business on the street level, 
their stores were completely under 
water. 

“In Cambria City, Paul Schmidt 
and Paul Hornick, whose stores are 
on opposite sides of Broad Street, 
counted heavy losses. Mr. Hornick 
placed his at $15,000 and Mr. 
Schmidt at a minimum of $8,000, 
with a full appraisal not complete. 
Basement and main floor stocks of 
both stores were ruined. Realizing 
25 cents on every dollar of shelf 
hardware, Hornick kept his loss to 
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$15,000 by salvaging netting $5,000. 
His wareroom, filled with stoves, 
wash machines and other goods, 
was wrecked; a half carload of 
clay birds floated away and a large 
supply of garden seeds was ruined. 
Both reported looting of their stores 
when that section was evacuated by 
rumors on two consecutive days that 
a nearby dam with a 2,000,000,000- 
gallon storage capacity had broken. 

“Wrecking of their warehouse 
along the Conemaugh River entailed 
a loss of $15,000, Overdorff Brothers 
reported. Included were a car- 
load of alcohol and three carloads 
of calcium chloride, together with 
paints and general hardware. 
Neither the Overdorff Brothers nor 
W. C. Campbell store in the Mor- 
rellville section were affected by the 
flood, and both did their biggest 
business in many years as flood 
sufferers from other parts of the 
city searched for goods to supply 
comfort and make their homes 
habitable. 

“Loss to the Moxham Hardware, 
which likewise was deluged with 
business, did not exceed $150 as a 
result of shifting of merchandise 
beyond the water, Joseph Krissay, 
proprietor, stated. Regular lines of 
spring hardware were at a standstill 
but those goods needed in rehabili- 
tation went quickly. 

“The Bantly Hardware Company, 
Gearhart & Helsel and Miller & 
Phenicie escaped damage and en- 
joyed phenomenal business. Despair 
gave way to optimism among hard- 
ware men affected by the flood as 
it became evident that a Johnstown 
building boom is a certainty. One 
fair-sized hardware merchant at 
first disposed to ‘forget about re- 
opening’ assumed a different atti- 
tude as city officials shaped plans 
believed certain to result in millions 
of dollars of new construction in 
the next two years.” 


Cincinnati, Ohio 


Threatened with flood, Cincinnati, 
Ohio, began preparing for the emer- 
gency, as the following report in- 
dicates: 

“Sales of oil wick lamps and oil 
stoves were exceedingly heavy and 
virtually cleared the leading houses 
of the city of their supplies. Demand 
for oarlocks and oars was also heavy. 

“It can be candidly said that the 
flood situation here was not as acute 
as it would have been provided the 
preparations had not been made in 
advance. Nothing like the condi- 
tions that prevailed during the flood 
siege in 1933 and 1913, which caught 
the populace unprepared, and at 


that time, demand for roofing paper 
and window glass was completely 
out of bounds. In view of the fact 
that the flood has not receded the 
dealers are undetermined as to what 
their future course will be.” 


Harrisburg, Pa. 


Harrisburg, Pa., was another point 
where the flood water did consider- 
able damage. A report from there 
reads: 

“Helping with the restoration 
work in this section, hardware mer- 
chants found they could not get in 
supplies quickly enough to meet the 
demands that were placed upon 
them. Several of the larger dealers 
were open 24 hours for several days 
as rehabilitation work got under way. 
Gable’s Hardware Store, 1111-1117 
South Second Street, was kept ex- 
tremely busy as a result of the flood. 
Employes worked day and _ night, 
even on Sunday, to keep abreast of 
business and also to help in cleaning 
up the city after the disaster. ‘Our 
main calls were for shovels, brushes, 
heaters, oil stoves, disinfectant, lime, 
stoves and water bottles, J. Boyd 
Trostle, office manager said. Much 
of their business came from the 
WPA Department, which sent ship- 
ments to Sunbury and Williamsport 
for workers in that area. The flood 
waters, incidentally, were within 20 
feet of the store, Trostle reported. 

“A 50 per cent drop in business 
was noted by the Harrisburg Hard- 
ware Company, 5 North Second 
Street, according to F. M. Cleckner, 
manager. The losses caused by the 
dropping off of business during the 
flood were balanced several days 
afterward with the sale of flood sup- 
plies of all types, and Mr. Cleckner 
expected business to increase even 
more as ‘reparation work was just 
begun. 

“ ‘Business was almost at a stand- 
still during the flood,’ George H. Al- 
bright, proprietor (of Albright’s 
Hardware Store, 1216-18 North 
Third Street, reported. He first no- 
ticed an increase in business on 
Saturday, March 21, when demands 
for plate glass came pouring in 
from business places anxious to 
repair damages caused by the flood. 
Employes of the hardware store in 
many cases put the plate glasses in 
for the customer. ‘Articles we would 
have sold ordinarily, are not sell- 
ing, Mr. Albright said. ‘We have 
been selling great quantities of lime, 
water bottles, brooms and shovels, 
and it looks as though we’re going 
to be swamped with business.’ 

“Martz Brothers Hardware Com- 

(Continued on page 110) 
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More Spring Window Trims 


i {HE windows presented here, 
utilizing the HARDWARE AGE 
interchangeable display fix- 

tures, which you can build for 
yourself from the working instruc- 
tion sheet available, from Harp- 
wARE Ace, for the asking, are 
simple in arrangement and require 
a minimum of merchandise to 
effect a good display. The dia- 
grams are self explanatory and 
the easy drawing chart will enable 
anyone with a little sign writing 
experience to produce the central 
poster. 

The photographed window show 
on these pages comes from the 
W. C. Lyon Company, Durham, 
N. C., and was produced by W. C. 
Lyon, Jr., of that firm. Using 
crepe paper as a decorative me- 
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dium, he has utilized the pastel § darker shade of the same color 
shades of green blending with a _ for the center of the background. 
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You Can Use 


Tubes of canary color crepe are — shades of green. A revolving dis- 
drawn on the surface of these play in the center has a speed of 


Ferrey 
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five revolutions per minute and is 
36 inches in diameter. 

The tie-in with the popular song 
“The Music Goes Round and 
Round,” is timely and is aided by 
a cut-out design reading “Build 
the Dawn of Prosperity.” Mr. 
Lyon says, “If anyone expects the 
so-called ‘good times’ it certainly 
has to come from building and 
more men at work.” 

The W. C. Lyon Company found 
this display most profitable. 























News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 








OTT-HEISKELL COMPANY 


CELEBRATES ITS CENTENNIAL | Brooklyn, N. Y., May 21. At the 


Ott-Heiskell Company, whole- 
sale hardware firm of Wheeling, 
West Virginia, is celebrating its 
one hundredth anniversary and 
commemorating the event by spon- 
soring a 10-page supplement, 
“The Ott-Heiskell Centennial 
Edition.” in a Wheeling news- 
paper. This edition contains many 
advertisements which present a 
comprehensive idea of the wide 
variety of lines carried by the 
firm, and as each ad states that 
the item is sold by leading hard- 
ware dealers, a certain amount of 
consumer-acceptance is created. 
Also in connection with the an- 
niversary, an “Important Events 
Contest” has been inaugurated. 

The growth of the company has 
marked time with the growth of 
Wheeling, which was then only a 
frontier town. In 1836 Samuel 
Ott came there from Woodstock, 
Va., and entered into partnership 
with Joseph Pollock handling 
supplies and equipment for the 
early settlers. 

But Mr. Pollock remained a 
partner only a few years, and in 
1839, Joseph R. Greer joined Mr. 
Ott in partnership. In 1854 Mr. 
Ott admitted his son, Morgan L. 
Ott, and Samuel J. Boyd to the 
firm, Mr. Greer having retired. 
Upon the death of Mr. Ott in 
1868, his two sons, Morgan and 
Henry, and William P. Heiskell, 
subsequently became partners in 
the hardware business. 

With the rapid growth of the 
business, it was soon found neces- 
sary to separate the retail end of 
the business, which was known 
as Ott & Co., Hardware. The 
wholesale and importing business 
was moved into larger quarters 
und was thenceforth known as Ott- 
Hall & Co., Importers and Jobbers 
of Hardware. Soon after the re- 
tail store was disposed of and 
all efforts were devoted to the 
wholesale and importing business. 
The firm name underwent several 
changes until it reached its pres- 
ent designation, Ott-Heiskell Co. 

The present quarters at 19th 
and Jacob Sts. are ideal for whole- 
sale distribution, for ample load- 
ing space is provided for trucks, 
and parking space for customers. 
A railroad siding permits unload- 
ing of cars in the warehouse. 

Until the passing a few years 
ago of one of Samuel Ott’s grand- | 
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sons, a member of his family had 
always been actively affiliated 
with the firm. Morgan L. Scott, 
a son of the founder and pred- 





W. F. KENNEDY 


ecessor to the present president, 
W. F. Kennedy, entered the hard- 
ware business as a boy of 15 and 
passed away at the age of 91, 
after continuous activity in the 
business for 76 years. 

Today, in addition to Mr. Ken- 
nedy, who has been associated 
with the company for 25 years, 
the officers are: C. W. Blowers, 
vice-president and sales manager; 
Roy C. Darby, secretary and trea- 
surer, Mark H. Kennedy, assis- 
tant sales manager, Edward W. 
Vossler, director, Henry G. Roth, 
buyer; Amiel Glauser, order and 
shipping departments. 


THE BESTOSEAL CO. 
NAMES EASTERN AGENT 


The Medusa Trading Co., 1635 
Carroll St., Brooklyn, N. Y., has 
been appointed eastern selling 
representative for The Bestoseal 
Co., Toledo, Ohio. This firm | 
manufactures Bestoseal, a water- 
proof, adhesive glass showcase 
cement, which is said to absorb 
shocks and vibrations without 
cracking; and may be used in- | 
doors and outdoors as it will stand | 
climatic changes. It is also said | 
to be adaptable for sealing urns, | 
vats, tanks or other types of con- | 
tainers. Inquiries should be ad- 


dressed to the Medusa Trading 
Co. 


HARDWARE SQUARE CLUB | 
GALA NIGHT, MAY 21 


The eighth annual Gala Night 
of the Hardware Square Club, No. 


| 675, New York City, will be held 


in the grand ballroom of the | 


| in addition to other prizes. The 
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Half-Moon Hotel, Coney Island, 


affair tribute will be paid to Fred- 
erick Pfeifer, The Payson Co., in 
celebration of his 75th anniver- 
sary. Mr. Pfeifer is a past presi- 
dent of the club and also a mem- 
ber of the Harpware Ace Fifty 
Year Club. The entertainment 
committee consists of Fred A. 
Scholl, L. D. Hardware Co., and 





| Ralph S. Allen, Diamond Expan- | 


sion Bolt Co., who is secretary of 


| the club. 


GIBSON INCREASES 
SALES PERSONNEL 


A. A. Dunlap, formerly east. 
ern district district manager for 
Easy Washing Machine Corp.. 
Syracuse, N. Y., and for Fair- 
banks-Morse refrigerators, has 
recently joined the sales organi- 
zation of the Gibson Electri: 
Refrigerator Corp., Greenville, 
Mich., as general field assistant. 

E. F. McNees has been name« 
to represent Gibson in the Kan- 
sas City territory. 


EASTERN HARDWARE GOLF TOURNEY 
TO BE HELD AT VIRGINIA BEACH, MAY 14-16 


The second annual tournament 
of the Eastern Hardware Golf 
Association will be held at the 
Cavalier Hotel, Virginia Beach, | 
Va., May 14, 15 and 16, it was | 
announced by secretary-treasurer | 
H. L. Gillian. The Cavalier Coun- | 
try Club and the Princess Anne | 
Country Club, two 18-hole cham- 
pionship golf courses, will be 
utilized to provide ample play- 
ing facilities without crowding. 

The hotel has granted special 
rates, $7 per day, American Plan, | 
with two in a room, twin beds | 
and bath. Green fees for the | 
Cavalier course are $1 per day 
and for the Princess Anne course, 
$1.50 per day. 

The Hardware Cup and Tin 
Cup will again be the awards, 





same method of tournament play, | 
enabling everyone to play through 
to the end, will also be used again. 
On Thursday, May 14, a qualify- 


ing round of 18 holes will |: 
played. This round may be 
started as late as one o’clock that 
afternoon. A handicap commit 
tee will arrange the pairings. 
which will be made known tha! 
evening. Players will qualify in 
some flight according to thei: 
score and play will be continued 


|in match play rounds from Fri- 


day morning, with both main 
flights and consolation flights, 
until Saturday afternoon. A ban- 
quet and meeting, at which prizes 
will be distributed, will be held 


| Saturday evening. 


The membership fee of $3 will 


| be used to buy tournament award- 


and pay incidental expenses. Sec- 


|retary Gillian, whose office is at 


50 Church St., New York City. 
will furnish additional informa 
tion and train schedules and wi! 
send all members blanks for hote 
reservations and for arrangement! 


| of foursomes for those who wis! 


to do so for the qualifying round 
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ELECT W. L. JONES AND M. C. ANGLOCH 


| held positions as assistant to the WASS RESIGNS FROM 


VICE-PRESIDENTS OF JONES & LAUGHLIN | vice-president and general mane PAPER AND TWINE FIRM 


William L. Jones, Jr., and Mil- | 


ton C. Angloch have been ap- 
pointed vice-presidents of the 
Jones & Laughlin Steel Corp., 
Pittsburgh. 





W. L. JONES, Jr. 


Mr. Jones, whose father, at the 
time of his death, was president 
of the corporation, has been a 
director and member of the ex- 
ecutive committee for many years. 
He graduated from Princeton in 
1915 and started in the company’s 
steel plant at Aliquippa, Pa. 

Mr. Angloch was also elected 


AMEND MASSACHUSETTS 
WOOD ALCOHOL LAW 
The Massachusetts Legislature 

has passed an amendment to the 

wood alcohol law, with the Paint 
and Oil Club of New England 
sponsoring the legislation. After 
the words “shellac solvent,” the 
words “or paint remover or var- 
nish remover” have been inserted, 
which now eliminates shellac var- 
nish, shellac solvent and paint re- 
mover from the law that requires 

a license to manufacture or deal 

in same. This amendment be- 

comes effective May 15. 


GENERAL REFRACTORIES 
NAMES BOSTON AGENTS 


General Refractories Co., 106 
S. 16th St., Philadelphia, Pa., 
has appointed Bramman, Dew & 
Co., Boston, Mass., as dealer 
agents in the Boston area. The 
latter firm will carry a complete 
stock of refractories. 
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| a director and member of the ex- | 


|Steamship Co. and Jones & 


| ager, vice-president and director Francis J. Wass, general man- 
| of the Vesta and Shannopin Coal | ager of the Anderson Paper & 
| companies and of the Blair Lime- | Twine Co., Johnstown, Pa., has 
lstone Co. severed his connection with that 
| company, effective March 31. He 
has made no definite plans for 
the future and at the present 


VETERAN COLORADO may be reached at his home, 134 
DEALER RETIRES Skelly St., that city, and will 


After 33 years in the retail | appreciate hearing from his 
hardware business, A. C. Armi-| !tiends in the hardware, twine 
ss, A. C. : 
tage, Englewood, Col., has re- and — business. oe . 
‘ ge Prior to his association with 
tired from business. C. A. Fritts : RR ere 
rr ae the Anderson company, a whole- 
wr purchased his une aal A | sale concern, with which he was 
native of Indiana, Mr. Armitage | connected for three years, Mr. 
came West as a young man. His | Wass was engaged in the whole- 
first hardware store was estab- sale hardware business for 13 
lished at 15th and California Sts.,, sears in the positions of sales 
M. C. ANGLOCH | Denver, in 1903 and three years | Manager and purchasing agent. 





rp eggnog CLIPSHAVE, INC., 
od, which adjoins enver on MOVES TO NEW PLANT 


ecutive committee and at the the South. In 1926, he built a 


same time made president of In- | two-story brick building, 50 x 100 
ter-state Iron Co., Interstate 


| later he moved his stock to Engle- 


Clipshave, Inc., formerly of 
Stamford, Conn., has moved its 


feet, the first floor of which was main office, effective April 1, to 


Laughlin Ore Co., all  sub- occupied by the store. its new and improved factory 

PPh J - . Boe, 

sidiaries of the Jones & Laugh- at 11 North Pearl St., Portche 
i ter, N. Y. All business corre- 


lin Steel Corp. He retains 
the presidencies of the Vesta 
and Shannopin Coal companies 
and also the Blair Limestone Co., 
which he has headed since 1927. W. E. Freeman, of the Sulli- 

He started with Jones &|van Hardware Co., Greenville, 
Laughlin, Ltd., in 1900 as a/S. C., has been elected president 
clerk at the South Side works. | of the Retail Merchants’ Bureau | that the new plant will enable 
He was appointed purchasing | of the Chamber of Commerce, | the firm to increase production 
agent in 1907 and _ successively | that city. and facilitate shipments. 


spondence will be carried on 
DEALER HEADS LOCAL | from this new address. 
MERCHANTS’ BUREAU | The concern manufacturers 
| the Hanley Clipshave dry shaver, 
and the move was necessitated 
by the increased popularity of 
its product. We are informed 





Members and guests enjoyed themselves at the successful second annual dinner dance of the 
Empire City Supply Association which was held March 14 at the Hotel Astor, New York City. 
Entertainment, in night club fashion, was presented during the dinner and the guests danced 
until 3.00 a.m. to the music of Jack Berger’s National Broadcasting Orchestra. The association, 
which is composed of persons in the building maintenance industry, has its headquarters at 
2308 Third Ave., New York. Harry B. Sale is secretary. 
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DEALER HELPS FOR 
TRUE TEMPER TOOLS 


“Points That Sell True Temper 
Tools,” a booklet offered by The 
American Fork & Hoe Co., Keith 
Bldg., Cleveland, will be of value 
to hardware dealers and their 
clerks who are interested in the 
company’s offer of cash prizes, 
totaling $300 for ideas on how 
to sell True Temper Tools. It 
graphically presents and clearly 
describes the special selling 
points of True Temper Tools, 
which include: Farm and garden 
tools; shovels, spades and scoops; 
Kelly axes, hammers, hatchets, 
scythes, and bush hooks. The 
forging of a True Temper Tool 
is described and information on 
the care and grinding of axes is 


given. Two attractive window 
displays are shown from which 
helpful suggestions may be 
gained. 


Dealer helps which are being 
furnished to retailers include cir- 
cular matter on True Temper 
Tools of the month for spring and 
also tools for special purposes; 
nine showcards for interior or ex- 
terior use, each in a different 
color combination and featuring 
a different “Tool of the Month”; 
a large, eye-compelling window 
streamer, in green, yellow and 
black, announcing, “Big Spring 
Showing of True Temper Tools 
of the Month”; and a four-page 





spring garden news, for consumer 
distribution, illustrating garden 
tools and giving pointers on the 
care of soil and gardens. 


PLAN FISHERMEN’S WEEK 
FROM APRIL 25-MAY 2 


The third annual observance 
of Fishermen’s Week will be held 
from April 25 to May 2 and will | 
be featured by window display, 
newspaper advertisements, store 
demonstratons, fish contests and 
other sales promoton actvities by 
dealers. Cash prizes and trophies 
are being offered by The Sporting 
Goods Dealer. trade publication 
of St. Louis, Mo., for the best 





window display and newspaper | 
advertisements by stores during | 
this period. Through the coopera- | 
tion of tackle manufacturers, the | 
same publication is also offering 





to dealers, free, a colorful, attrac- 
tive window streamer for Fisher- 
men’s Week. 


FLORENCE STOVE HOLDS 
INTEREST IN NEW FIRM 


A new company, the Florence 
Wehrle Stove Co., Newark, Ohio, 
has been organized recently, with 
the Florence Stove Co., Gardner, 
Mass., holding substantial inter- 
ests. The new firm has acquired 
the stove plants of Wehrle Stove | 
Co. at Newark, Ohio, and Lewis- 


66 


burg, Tenn., and its die shop at | 
Coshocton, Ohio. 

The Florence Stove Co. will| 
market the products of the new 
concern, rounding out its line. 
Wehrle Stove Co. manufactured | 
the Licking line of coal and wood | 
stoves and circulators, gasoline | 
pressure ranges and electric | 
ranges. 

R. L. Fowler, president, and 
J. H. Foster, treasurer of the Flor- 
ence Stove Co., will serve in simi- 
lar capacities in the new company, 
which was organized as an Ohio 
corporation. 

CLARK NOW SECRETARY | 
OF MISSOURI ASSN. 


Peyton C, Clark, 5808 Maple 
Ave., St. Louis, Mo., has been 








PEYTON C. CLARK 


named secretary of the Missouri | 
Retail Hardware Association. Mr. | 
Clark’s | appointment was an- 


nounced after an executive ses- 
sion of officers and directors 
which followed the closing busi- 
ness session of the organization’s 
recent annual convention. He 
succeeds F. X. Becherer, who has 
served as secretary for many 
years, and who will now act as 
assistant secretary. 

Mr. Clark has had special train- 
ing in dealer service work, and 
was employed by the association 
as field secretary in 1935. He 
has since been in charge of the 
association’s merchandising pro- 
gram, including assisting mem- 
ber dealers with store arrange- 
ment and display, and in his new 
capacity he will continue to 
handle this work in addition to 
regular secretarial duties. 





NORTH AND BELL OPEN 
DALLAS RETAIL STORE 


The North-Bell Hardware Co., 
Texas and Pacific Bldg., Dallas, 
Tex., was formally opened March 
16, it was announced by J. S. 
North, president. The new busi- 
ness occupies the site of the for- 
mer retail store of the Huey & 
Philp Hardware Co., with which 
both Mr. North and A. C. Bell, 
vice-president of the new firm, 
were associated for many years. 

The department managers are: 
Robert Trogdon, builders’ hard- 
ware; W. L. Wallace. advertising 


| and display; L. C. Johnson, heavy 


hardware; Matt Toole, stoves and 
refrigerators; Leo Barr, house 
furnishings; A. K. McRoberts, 
tools; and Chaney Logan, sport- 
ing goods. E. R. Alderson is vice- 
president and secretary. 





HARDWARE BOOSTERS HEAR CHARLES J. HEALE 
RELATE HIGHLIGHTS OF WESTERN TRIP 


Charles J. Heale, editor, Haso-| 
ware Ace, New York City, was 


the principal speaker at the} 


funds which have been expended. 
A. M. Glueck, manufacturers’ 
representative, and E. R. Sandi- 


March 28th luncheon meeting of } ford, HaRpwARE AGE, reported for 


the Hardware Boosters. The meet- 
ing, held at the Hardware Club, 
253 Broadway, New York City, 
was well attended and was con- 
ducted by A. M. Phelan, Sharon 
Hardware Mfg. Co. 

Mr. Heale gave an interesting 
and informative résumé of his ob- | 
ervations of business trends as he 
found them while on a recent ex- | 
tensive trip to the Pacfic Coast. | 
He stated that signs of improved 
conditions were noted at all points | 
visited, but declared that he was | 
convinced, as were most of the| 
business men with whom he dis- | 
cussed the matter during his jour- | 
ney, that the upturn could largely 
be attributed to Government 
spending. In support of this opin- | 
ion he pointed out that the volume | 
of business represented by the 
increased sales throughout the 
country is equivalent, approxi- 
mately, to the sum of Federal ' 








a recently appointed committee 
which has considered the advisa- 
bility of establishing an informa- 
tion bureau for members who 
are manufacturers’ representa- 
tives. Action on the proposal was 
deferred until the next meeting. 

Two new members were elected. 
They were J. A. (“Bob”) War- 
ren, managing editor, HARDWARE 
Acr, and John Hires, sales repre- 
sentative of the Lufkin Rule Co. 

Roy C. Schmidt, Stanley Rule 
& Level Plant, chairman of the 
entertainment committee, present- 
ed details on the arrangements 
which have been completed for 
the Boosters’ Annual Night Out 
at the Hotel Edison on Thursday 
evening, April 16. He also ex- 
pressed the organization’s grati- 
tude for the assistance the Hard- 
ware Square Club has given the 
cemmittee in promoting atten- 
dance at the affair. 





PHILA. GROUP SEEKS 
ACTION ON PATMAN BILL 


Urging that the Patman-Robin. 
son Price-Discrimination Bill he 
reported out of committee on to 
the floor of the House of Rep. 
resentatives in Washington, the 
members of the Retail Hardware 
Association of Philadelphia, in- 
dividually and collectively, tele- 
graphed Congressmen on March 
20. The association’s telegram 
read: “Preferential prices given 
chain store and catalog dealers 
have seriously handicapped inde- 
pendent retailers. The Patman- 
Robinson Bill will come very near 
to eliminating this menace. Wr 
urge your support.” 

Congressman William H. Wil- 
son, of Philadelphia, a member of 
the House Judiciary Committee, 
was appealed to by local inde- 
pendent retail hardware dealers 
by wire. The bill is on the cal- 
endar. 

William F. Brown, secretary of 
the Philadelphia unit, which sent 
nearly 100 members to the recent 
PASHA convention, reviewing 
convention high spots at the local 
group’s meeting at Stouffer’s, 1526 
Chestnut St., advocated the util- 
ization of idle store help to stir 
up trade. “In dull seasons,” he 
said, “send your help out and 
make them produce. Don’t lay 
them off, or keep them in the store 
idle.” 

First vice-president Ellwood C. 
Fisher suggested for discussion 
the question, “How can we co- 
operate to get better prices from 
the manufacturer and  whole- 
saler?” which brought forth many 
suggestions, among them one that 
manufacturers and wholesalers be 
informed of the aggregate traffic 
through stores of members of the 
association, as a convincing argu- 
ment for volume outlet. Second 
vice-president Herbert Weber in- 
formed the meeting that in this 
manner syndicates convince man- 
ufacturers that they should be 
given preferential prices. 

Arrangements were made for 
a PASHA group meeting with 
the Philadelphia retail unit on 
May 21. 


ALABAMA HDWE. DEALER 
TO RUN FOR CONGRESS 


Roy Ingram, of the Ingram 
Hardware Co., Tarrent, Ala.. has 
announced his candidacy for 
Congress to succeed Representa- 
tive George Huddleston, veteran 
member of Congress from Birm- 
ingham. Mr. Ingram is at the 
present time mayor of Tarrent. 
a suburb of Birmingham. 
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SAN PEDRO Y PABLO (BOLIVIA) 19,423 FT. 





etd 


COTOPAXI (ECUADOR) 19,488 FT. 


— but what a difference in size 
between the second and the 


alls Biggest MMagesee! 


F asonais group interested in $15,000 sables and 
custom-made “toppers” may be reached by some 
smail-circulation magazines. But for those everyday 
necessities and luxuries you sell, the magazine that 
reaches the most millions of homes is the one that 
produces “‘tops”’ in sales volume. 


Every week The American Weekly reaches more 
than 5,500,000 buying 
families... double the 
number of families 
reached by any other 
magazine! And that tre- 
mendous circulation goes 
into the richest buying 
areas, reaching 1 out of 5 
to 1 out of every 2 fami- 

Z lies, where 70% of all 





AMERICAN 
WEEKLY 








Greatest 
Circulation 


in the World 





MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 


_—— 






families live and where 80% of all retail sales is made! 

This is the vast circulation support given you by 
manufacturers advertising in The American Weekly, 
the most powerful and productive selling support on 
earth! You are sure of speedier turnover when you 
stock products advertised in The American Weekly. 


What The American Weekly is 

The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday newspapers. 

In each of 158 cities, it reaches one out of 

every two families . 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 

. and it reaches an additional 1,982,000 families 

in thousands of other large and small communities. 


THEAMERICAN 






**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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CURTIS LIGHTING, INC., 
NAMES GRAVES AS V.-P. 


Curtis Lighting, Inc., 1123 W. 
Jackson Blvd., Chicago, has ap- 
pointed Lester H. Graves as a 
vice-president to be resident in 
New York City. Mr. Graves, who 
was formerly vice-president of 
Curtis Lighting of New York, 
Inc., has been assigned important 





national duties with the division 
head by Norman B. Hickox, vice- 
president. 





LESTER H. GRAVES 


Mr. Graves was associated with 
the old National X-Ray Reflector 
Co., now Curtis Lighting, Inc., 
and in 1921 was placed in charge 
of the company’s local activities 
in New York. He has also served 
the Illuminating Engineering Se- 
ciety in recent years as general 
secretary, treasurer and as chair- 
man of the finance committee. 
He is at present chairman of the 
I. E. S. committee, administrating 
the prize award of the Beaux Arts 
Institute of Design. 


METAL DOOR & TRIM 
INCREASES PERSONNEL 


Metal Door & Trim Co., La 
Porte, Ind., manufacturer of hol- 
low metal doors and trim and 
rolled door frames and which be- 
gan the manufacture of cabinet 
heaters three years ago has taken 
steps to place further emphasis 
on its line of heaters. The line 
will now be marketed by its own 
organization through distributors 
and wholesalers. The firm’s man- 
ufacturing facilities have been 
expanded and its personnel in- 
creased. 

Frank O'Donnell, a nationally 
known designer of furniture, will 
act as a consultant and will su- 
pervise the design of the cabinets. 
L. P. Summers, consulting en- 
gineer, with many years’ experi- 
ence in the oil-burning industry, 
is in charge of the Thermal Re- 
search Laboratory. Francis M. 
Slean, a graduate engineer of 
Purdue University and having 10 
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years’ experience in sales promo- 
tion work with manufacturers of 
circulating heaters, is in charge 
of sales. 

Officers of the company are: 
E. J. Zahner, president; F. B. 
Lewis, treasurer; and W. H. 
Eckert, secretary. 





ELECT NEW OFFICERS 
. FOR INSTITUTE 


At a meeting of the board of 
directors of The American Insti- 
tute of Fair Competition, Inc., on 
March 16, the following officers 
were elected: president, R. F. 
Ohmer; vice-president and trea- 
surer, G. H. Ohmer; and secre- 
tary, K. B. Spurrier. 


WARWOOD TOOL Co. 
UNHAMPERED BY FLOOD 


The Warwood Tool Co., 
Wheeling, W. Va., has advised 
us that the recent floods in that 
vicinity had not interfered with 
the operation of its plant. The 
manufacturing facilities were not 
affected and shipments are being 
made as usual with the plant 
operating on its regular schedule. 





MUNDY TO RETIRE FROM 
BAY CITY HARDWARE 


Robert V. Mundy, president of 
the Bay City Hardware Co., 
wholesale and retail, Bay City, 
Mich., will retire from active 
business and has sold his interest 
in the company to Charles S. 
Moulthrop. With the change, 
Mr. Moulthrop becomes secre- 
tary-treasurer, and Frank H. 
Stover succeeds Mr. Mundy as 
president and general manager. 
The wives of the new firm heads 
will form the balance of the cor- 
poration’s officers. 

Mr. Moulthrop has been an 
officer and director of the Fletch- 
er Oil Co. Mr. Mundy has been 
connected with the hardware firm 
since 1871. It was then the W. 
H. Miller and Co., becoming the 
Miller Hardware Co., in the late 
1880’s when Mr. Mundy bought an 
interest in the concern. When he 
assumed active charge, the firm 
name was changed to Bay City 
Mr. Mundy has 
managed the business since 1882. 


Hardware Co. 


ASSOCIATED HARDWARE WHOLESALERS OF IOWA 
BROADCAST A DAILY RADIO MESSAGE 


A daily radio news program, 
attracting thousands of listeners, 
is gaining new friends and busi- 
ness for the Associated Hard- 
ware Wholesalers of Iowa. The 
purpose of this campaign is to 
remind the consumer that the 
home-owned hardware store is 
the logical place for him to do 
his purchasing. Coupled with 
this plan is a cooperative mer- 
chandising program which puts 
the independent retailer on an 
even basis with the chain store. 

The seven leading hardware 
wholesalers of Iowa who have 
joined to carry out the campaign 
are: Brown-Camp Hardware Co., 
Des Moines; Cutler Hardware 
Co., Waterloo; Drake Hardware 
Co., Burlington; Harper and Mc- 
Intire Co., Ottumwa and Cedar 
Rapids; Kretschmer - Tredway 
Co., Dubuque; Luthe Hardware 
Co., Des Moines; and the A. 
Weber Co., Keokuk. 

On Dec. 19, 1935, the first 
“issue” of “The Hardware News” 
a 15-minute broadcast of the 
world’s latest news, edited by a 
newspaper man with radio ex- 
perience, went on the air from 
WHO, Des Moines. Timed at 
7.15 a. m. daily, except Sunday, 
the broadcast reached an audi- 
ence containing the greatest pro- 
portion of farm and small-town 
dwellers—the buyers the whole- 
sale group wanted to reach. 

The program was used to build 
good-will for the independent 





retailer; to point out his value 
to the community and the many 
services he offers. Appeal was 
concentrated on the market 
offered by Iowa, northern Mis- 
souri, western Illinois, southern 
Minnesota, and southeastern Wis- 
consin. A merchandising pro- 
gram, particularly designed to 
take advantage of seasonal needs, 
was also carried on through the 
broadcasts. Brand names were 
not mentioned, but the will to 
buy was created. 


The associated wholesalers also 
distributed to retailers, through 
their salesmen, colorful banners 
calling attention to seasonal 
needs and tying in with the radio 
advertising. Salesmen freely gave 
their time to help merchants 
build window and store diplays. 
Independent retailers were urged 
to call attention to the news pro- 
gram, by word of mouth and by 
advertising in their local news- 
papers. They were given pla- 
cards, advertising the broadcast, 
to display in their stores. 

We ‘have been informed that 
the results have been entirely 
favorable. The public has shown 
its appreciation for the pro- 
gram by a new friendliness to- 


ward the independent dealer. 
Sales have increased—-particu- 
larly of the seasonal articles 


which were most heavily pro- 
moted and a new enthusiasm is 
noted among independent deal- 
ers. 





JOHN B. VARICK CO. 
ELECTS OFFICERS 


At the annual meeting of thic 
John B. Varick Co., wholesale. 
Manchester, N. H., the following 
officers were elected: George F. 
McClintock, president and gen- 
eral manager; Thomas F. Gould. 
treasurer; Albert O. Brown. 
clerk; directors, Richard Varick. 
Mr. McClintock, Mr. Gould, and 
Samuel F. Burleigh. 

The firm also recently held it- 
annual banquet at the Rice-Varick 
Hotel, which was attended by 
more than 200 officials and em- 
ployees. Special recognition wa~< 
given 25 employees who hav 
served the company for 25 year- 
or more. 

S. F. Burleigh received special! 
honor as the oldest employee in 
point of years of continuous ser- 
vice. He is now in his 53rd year 
Mr. McClintock, president and 
general manager, is second oldest. 
having served the company for 
52 years. Miss Fannie M. San- 
born, who has served the firm for 
30 years, was presented with a 
béautiful gift. 

Tribute was paid the memory 
of Thomas Rice Varick, former 
cwner and treasurer, who died 
last July. The annual banquet 
for all employees was his idea. 
President McClintock was toast- 
master. Speakers included S. F. 
Burleigh, A. A. Bassett, T. F. 
Gould, G. D. Batchelder, and F. 
C. Andrews. Remarks were made 
by 25 department heads and 
salesmen. 


LOCAL NEW YORK ASSN. 
ELECTS OFFICERS 


Officers of the newly-organized 
Nassau-Suffolk Retail Hardware 
Dealers Association were an- 
nounced as follows: George Win- 
ters, Lynbrook, Long Island. 
N. Y., president; Louis Braun- 
stein, Glen Cove, Long Island. 
N. Y., and Harry Pearlstein. 
Woodmere, Long Island, N. Y.. 
vice-presidents; J. C. Schmitt. 
Rockville Centre, Long Island. 
N. Y., treasurer; and Mr. Pearl- 
stein, temporary secretary. 

Board of governors include: 
Milton Deckert, Oceanside; Jo- 
seph Simon, Cedarhurst; Charles 
Harlow, Lynbrook; Edward Ar- 
nower, Floral Park; Ernest W. 
Fried, Bellmore; Moe Weitman. 
Lynbrook; Samuel D. Shane. 
Oceanside; D. H. Levison and 
Edward A. Talfor, both of Lyn- 
brook. 


IRWIN NAMES SUPT. 
OF SCREW DRIVER DIV. 


Alfred P. Albrecht, formerly 
superintendent of the Forsberg 
Manufacturing Co., Bridgeport. 
Conn., has been oppointed super- 
intendent of the Screw Drive: 
Division of The Irwin Auger Bit 
Co., Wilmington, Ohio. 
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New DUO-THERM Fuel Oil Burn- 
ing Radiant Heater. Distinctive, 
modern design, attractive and 
highly efficient. Also available in 
two-tone porcelain enamel! 





New DUO-THERM Fuel Oil Burn- 
ing Circulating Heater. Rich two- 
tone walnut porcelain enamel finish, 
modern lines. Complete with Dual- 
Chamber burner. fuel tank, con- 
trols. draft regulator and humid- 
ifier. Available in three different 
sizes providing for heating capaci- 
ties of 4500, 6000 and 9000 cubic 
feet, average construction. 
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Manufactured by Heater Division, 


9, 1936 





AMERICA’S FASTEST SELLING 





LINE IN 1935! 


A BIG 1936 SELLER! 


New, modern-styled DUO-THERM 
Fuel Oi! Burning Cooking Range. 
Finished in gleaming white porce- 
lain enamel with black trim. De- 
signed for both utility and beauty, 
May be equipped with gas or elec- 
tric burners where a combination 
unit is desired. 


FOR EVEN GREATER 
1936 SALES 


Here is a line that will give you 
extra profits in 1936—12 beautiful 
newly-styled DUO-THERM oil- 
burning cooking ranges and space 
heaters plus the highly efficient, 
economical MW DUO-THERM 
Automatic Oil-Burning Water 
Heaters! It’s the line you’ve been 
looking for. * 
Ask any dealer who sold last year’s 
DUO-THERM line. He’ll tell you 
what quick and easy profits really 
are. He'll talk to you of high effi- 





ciencies, of the revolutionary Dual- 
Chamber burner that is really two 
burners in one. He'll tell you of 
trouble-free performance, of eco- 
nomical operation. And he’ll tell you 
he’s going to sell even more of the 
new 1936 DUO-THERM units— 


that it’s a line he wouldn’t be without. 


But if you don’t want to ask him, 
ask us. Just,send the coupon below. ' 
We'll give you complete details and 
we'll tell you, too, of the unusual 
advertising support we'll give you. 


; 4 
12 BEAUTIFUL NEW Duo-Therm MODELS 












SEE THEM 
IN DETROIT 


See Motor Wheel’s display 
at booths 128L, 130L, 
132L, at the Twelfth 
National Oil Burner Con- 
vention, Convention Hall, 
Detroit, Michigan, April 
14 - 18 inclusive. Just 
follow the crowds. 


MOTOR WHEEL CORP., Lansing, Michigan 





DON FOSS IN CHINA 
FOR WOOSTER BRUSH 


Don Foss, paint brush authority 
and executive of the Wooster | 
Brush Co., is in Hong Kong on 
one of the regular trips made by 
executives of that company to the 
Chinese bristle markets. Mr. Foss 








DON FOSS 


will spend some time in selecting 
bristles and contacting the bristle- 
dressing centers. He will also cov- 
er interior points which are im- 
portant bristle-gathering centers. 


According to the company, 80 
per cent of the paint brush indus- 
try’s supply of bristles comes from 
China, and they represent the 
greatest single item of cost in the 
manufacture of brushes, running 
from two to fifteen times the cost 
of the next most expensive ma- | 
terial. Hog bristles, 2 to 8 in. 
long, are “dressed” in Chinese | 
“*vo-downs,” where the raw bristle | 


is cleaned, sorted, and graded as 
to length and quality. 


It has long been a policy of the 


Wooster company to have its own | 
and bristle experts 
contact the original sources in | 
China. After a thorough survey | 
of the situation Mr. Foss will re- | 


executives 


| facturer. 
'ence in the porcelain enamel 


| as commercial 
the organization is | 
| to construct displays or exhibits 


turn to the firm’s offices in Woos- 
ter, Ohio, in May. 


PEMCO APPOINTS 
PACIFIC COAST REP. 


The Porcelain Enamel and 
Manufacturing Co., Baltimore, 
Md., has recently appointed 
Harry Ingersoll as its Pacific 
Coast representative. His _ resi- 


dence is at 4514 S. Van Ness 
Ave., Los Angeles, Cal. 

Before his association with the 
firm, Mr. Ingersoll was superin- 
tendent of the enameling plant 
ef a large eastern stove manu- 
He has wide experi- 


field and is familiar with techni- 
cal problems and also has prac- 
tical knowledge and experience. 


He first entered the field on the | 
coast in the plant of the Cali- | 


fornia Metal Enameling Co. of 
Los Angeles and then was suc- 
cessively with a large jobbing 


plant and a large refrigerator 
manufacturer. 


NEW FIRM SPECIALIZES 
IN POINT-OF-SALE ADV. 


Window Facts, Inc., Commerce 
Bldg., Milwaukee, Wis., has re- 
cently been organized to special- 
ize in national point-of-sale adver- 
tising suitable for industrial 
exhibits, national advertisers and 
Chambers of Commerce, as well 
concerns. The 
purpose of 


for goods where they are for sale 
or permanently shown. A limited 
edition of a new booklet will soon 


PENN. WHOLESALE HARDWARE ASSN. 
ELECTS OFFICERS FOR 1936 


The Pennsylvania Hardware & 
Supply Association held its an- 
nual meeting at the Hotel Astor, 
New York City, March 19 and 
20. Because of the recent disas- 
terous floods which have caused 
considerable damage in the east- 
ern section of the country, mary 
members and guests found it im- 
possible to attend the meeting. 
The sessions were confined main- 
ly to discussions of general busi- 
ness and problems. 

The Thursday evening meeting 
opened with a dinner, at which 
Saunders Norvell of Ingersoll & 
Norvell, Inc., New York City, and 
a contributing editor of Harp- 
WARE AGE, was a guest speaker. 
He spoke generally on sales. Mr. 


Latham, Barrington Associates, 
Inc., New York City, also a guest 
speaker, discussed distributor 
problems. 





At the luncheon, following the 


70 


Friday morning session, Dr. R. 
S. Alexander, assistant professor 
of Marketing, Columbia Uni- 
versity and who addressed the 
past convention of the National 


Wholesale Hardware Association, | 
in his talk, discussed the chain | 


store tax, fair trade laws and dis- 
tribution. H. R. Rinehart, secre- 
tary-treasurer, National Supply & 
Machinery Distributors Associa- 
tion, spoke on “Permissible Co- 
operation.” 

The officers who were elected 
for the ensuing year are: presi- 
dent, A. Z. Moore, Steinman 
Hardware Co., Lancaster, Pa.; 
first vice-president, George A. 
Rick, Stichter Hardware Co., 
Reading, Pa.; second vice-presi- 
dent, S. W. Smith, Jere Woodring 
& Co., Hazleton, Pa.; treasurer, 
Geo. D. Krause, Geo. Krause 
Hardware Co., Lebanon, Pa., and 
J. Maxwell Krause, his son, as- 
sistant treasurer. 


be released, describing the ser- 
vices rendered by Window Facts, 
| Inc. A copy will be sent if re- 
quested on company letterhead. 
Edward J. Stefan is president of 
the organization. 


“BETTER LIGHT” FILM 
SHOWN TO PAINT MEN 


Forty members of the Pitts- 
burgh Paint Salesmen’s Club 
were present at a showing of 
the sound picture, “Better Light 
and Better Sight.” at the club’s 
March 6 meeting in the Hotel 
Roosevelt, Pittsburgh, Pa. In 
conjunction with the film, W. S. 
Redpath, Duquesne Light Co.. 
spoke on “The Partnership. of 
Paint and Light.” 





A resolution, to the effect that 
the members individually and 
as an organization endorsed the 
Better Light and Better Sight 
movement because it is essential 


related to paint, was unanimous- 
ly adopted. The resolution was 
entered in the club’s records. 

Guests at the meeting were: 
John DeWar, past president, In- 
ternational Master Painters and 
Decorators Assn.; Herman 
Werner, president, Pennsylvania 
State Master Painters Assn.: 
Wm. Kelso, and H. W. Jones, 
president and secretary respec- 
tively, Local Master Painters 
Assn. 


SCHIAVONI HEADS 
BRUSH MANUFACTORIES 
At the annual meeting of the 


United Brush Manufactories, 
116-118 Wooster St., New York 


to better living and is closely | 


City, the following were elected | 


officers for the ensuing year: 
T. V. Schiavoni, president-treas- 
uver and general 
Edwin G. Beissbarth, vice-presi- 
dent; Conrad G. Engel, 
president and sales manager; A. 
J. Perini, secretary; and Alex 
A. Schiavoni, assistant secretary. 


manager; | 


vice- | 


Mr. Schiavoni, the president, | 
| has been identified with the com- | 
pany since its incorporation in | 


1890 and has been a director 


and in active charge of the man- | 


agement for many years. He was 
formerly secretary and treasurer, 
and in his present position suc- 
ceeds the late Wm. J. Wenzel- 
berg. 

Mr. Engel has been with the 
concern for over 20 years, and 
as sales manager is well known 
throughout the trade, having 
covered a wide and extensive 
territory. R. B. Heine and Alex 
A. Schiavoni have also been as- 
sociated with the company for 
many years and are taking an 





active part in the management. 








MURDOCK JOINS SALES 
FORCE OF W. C. HELLER 


J. B. Murdock, well known to 
the hardware trade, especially in 
the Middle West, has joined the 
sales force of W. C. Heller & Co., 
Montpelier, Ohio, manufacturer 





J. B. MURDOCK 


of hardware store fixtures. His 
headquarters will be in the Chi- 
cago Hardware Dealers’ Associa- 
tion model store at 1416 Merchan- 
dise Mart Bldg., Chicago, IIl.. 
where the firm has a complete 
modern set of store fixtures on 
display. 

Mr. Murdock has spent his en- 
tire life as a cabinet maker, drafts- 
man and designing store engineer. 
In his early days he was a wood 
carver and cabinet maker, and 
then later he took up the study 
of drafting and fixture designing. 
He has specialized in store plan- 
ning for retail hardware stores for 
the past 15 years. 


JERSEY DEALER 
WISHES CATALOGS 


Samuel Cohen & Son, retail 
hardware, 222 River St., Patter- 
son, N. J., would like to receive 
catalogs of hardware and kindred 
lines. All copies were destroyed, 
when the store was under water. 
a result of the recent floods. 


MONARCH SILVER KING 
FINANCE PLAN 


Monarch Silver King, Inc., 1240 
Homan Ave., Chicago, has issued 
a four-page booklet explaining 
the operation of its new finance 
plan for Silver King bicycles. The 
plan is of the deferred payment 
type and the booklet outlines the 
procedure to be followed. It in- 
corporates a dealer’s deferred 
payment chart, which is easily 
read and eliminates involved figur- 
ing on the part of the dealer, and 
also an example of the plan’s 
operation. 
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THESE TWO FREE | 
$130 ee 
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er ON A STOCK COST OF 


THIS SPECIAL O-@dar ASSORTMENT 
NO. 972 CONSISTS OF 







DEALER SELLS 


1 Doz. Pints (50c size) O-Cedar Self-PolishingWax... . $ 6.00 
1 Doz. Quarts (85c size) O-Cedar Self- Polishing Wax, 
each quart with free trial can for consumer : 10 2 0 


1, Doz. No. 7 ($1.50 size) FREE to 
O- Cedar Reversible Slip-on Dust Mops Dealers 3 * 00 


This is the “‘no-rub”’ wax that is not a “‘foot- 19 . 2 0 
ball’’. It is backed by the O-Cedar Price- 6 48 
Maintenance Policy that assures you full D2EALER’S DISCOUNT 40% VU. 


profit on every sale, and protects you from 

cut-price competition. Advertisements in DEALER PAYS 9 72 
leading women’s magazines are telling 

housewives of every state the story of DEALER’S 

O-Cedar Self- Polishing Wax. PROFIT — 








$972 











BRIEF ITEMS OF INTEREST TO HARDWARE MEN 


ALABAMA 

The stock of the bankrupt 
McAnelly Hardware Co., Hunts- 
ville, Ala., has been purchased 
by E. T. Bates and J. B. 
Maynard of Dalton, Ga. C. L. 
Henry, of Atlanta, purchased the 
accounts, 


Watson Hardware Co. has 
moved into a renovated building 
at the corner of Main and Rig- 
ley Sts., Mobile, Ala. 





ARKANSAS 
Nowlin’s, Ince., 
Ark., has been chartered to deal 
in hardware. Incorporators are: 
E. E., W. E., P. A. and Jack 


Nowlin. 





CALIFORNIA 
The California Hardware Co. 
is building a five-story warehouse 
of reinforced concrete at 107 
South Rose St., Los Angeles, Cal. 


FLORIDA 
The Fisher Hardware store 
has opened for business in an 
attractive brick building on Har- 


rison Ave., Panama City, Fla. 


The Knight Hardware & Paint 
Co., Miami, Fla., has recently 
completed construction of a new 
store building at 1461 Eighth St. 


With the acquisition of the 
adjoining store, the Pasco Hard- 
ware Co., New Port Richey, Fla., 
will double its present size. The 
entire store of the firm will be 
repainted and renovated. 


GEORGIA 
J. A. Knight and S. E. Walker 
have organized the Walker- 
Knight Hardware Co. on Jeffer- 
son St., Eatonton, Ga. 


The Hazlehurst Hardware Co., 
Savannah, Ga., has appointed 
\. L. Fricks manager of its 
Crosley electric refrigerator de- 
partment. 


Harold C. Strasberg of Talla- 
poosa, Ga., has bought out the 
hardware stock of the Heard 
Hardware Co. and is removing it 
to the W. A. Miller store build- 
ing. The store is now open for 
business. 


George Rabun is opening a 
hardware store at Lyons, Ga., in 
the same building where Rabun’s 
Grocery is located. He will carry 
a full line of hardware. 


72 


Arkadelphia, | 





ILLINOIS 

Harry Ryan and Fred Copper 
have disposed of their hardware 
interests in New Holland, IIl., to 
Mr. Custer. 

Gibler Bros. Co., Mattoon, Il., 
has moved its store from 113 
South Seventeenth St., across 
the street to No. 118. New-type 
shelves and show cases, lighted 
by neon lights have been in- 
stalled for a line of hardware, 
electrical fixtures and paint, 





| which is being introduced. 





Joe C. Butkus, has opened the 
Oglesby Hdwe. Co., at 143 Wal- 
nut St., Oglesby, Ill., where he 
will carry a complete line of 
hardware specialties, plumbing 
and heating supplies. He will 
also engage in plumbing and 
heating. 





IOWA 
E. W. Anliker, Hardy, Iowa, 
has sold his Rite-Way hardware 
and grocery stock to Glenn 
Larson. 


Leonard Brown has sold his 
interest in the Glade & Brown 
hardware store, Hartley, Iowa, to 
Harry Kettleson of Everly, who 
took possession, March 1. 





Gerrit Collink and _ Earl 
Washer are to open a hardware 
store in the J. F. Washer Bldg., 


Sheldon, Towa. 





Koto & Perry, hardware mer- 
chants on Main St., Forest City, 
Towa, have dissolved partnership 
and the firm will be carried on 
as the Perry Hardware Co., under 
the management of Burt J. Perry 
and his son, Keith. 





KENTUCKY 
The R. Risk Arnold hardware 
store, Falmouth, Ky., is being 
completely reorganized. 





LOUISIANA 

E. D. Phillips has been elected 
general manager of the Fuqua 
Hardware Co., Baton Rouge, La., 
to succeed the late Frank B. 
Jones. Mr. Phillips has been 
vice-president of the company 
for several years. 





MAINE 
The Lewiston Hardware and 
Plumbing Supply Co. has re- 
cently been opened at 71 Lisbon 
St., Lewiston, Me. 





MARYLAND 
Wm. Otis Horney has pur- 
chased the interests of his part- 


ners in the firm formerly known 
as Wilson, Horney & Smith, 513 





W. Lexington St., Baltimore, Md. 
He will now conduct the busi- 
ness at the same address, but 
under the name Horney’s Hard- 
ware. 


MASSACHUSETTS 

The Middlesex Supply Co., 
104-110 Middlesex St., Lowell, 
Mass., has merged its store with 
the Simmons Supply Co. store 
at 112-118 Middlesex St. and has 
also taken control over the Sim- 
mons Supply Co. store at 532 
Merrimack St. The three stores 
will now be operated under the 
name of Middlesex Supply Co., 
and the two Middlesex stores 
have been connected and now 
form one large store. 





MICHIGAN 

Jerald Bedford, of Traverse 
City, Mich., has purchased the 
store, building, and stock of the 
Potter Hardware Co., Bedford, 
Mich., formerly owned by the 
late H. N. Potter. 

The Johnson Hardware dis- 
solved partnership recently, Arch 
Johnson disposing of his interest 
to Carl Smith, who is now sole 
owner. 





The Manistee Hardware, 369 
River St., Manistee, Mich., was 
recently opened with a complete 
line of hardware, sporting goods, 
paints and wallpaper. F. L. 
Bristol is the owner. 





Hersel Smith has purchased 
the interest of his partner, Fer- 
rahn Bristol, in the Smith, Bris- 
tol hardware firm of Fremont, 
Mich. Mr. Smith will continue 
the business with the assistance 
of a clerk. 





‘William Neimi of Hancock, 
Mich., with his brother, Charles, 
are remodeling the Gollinger 
Bldg., on Superior St., Munising, 
Mich., in which they will open 
a hardware store. 

The new Baroda Hardware 
Co. store was recently opened at 
Baroda, Mich. The building has 
been redecorated and remodeled. 








Harts Hardware, Saint Clair, 
Mich., is now located next to the 
Detroit Edison Co. office. 





A new hardware store, to be 
known as the L’Anse Hardware 
Co., will open shortly in the 
Sicotte Bldg., Houghton, Mich., 
and will carry a complete line 
of heavy and shelf hardware, 
furniture, radios and refrigera- 
tors. The store is owned by 
M. E. Olson of Duluth, pur- 





chaser of the stock of the Baraga 
County Hardware Co. The new 
store will be one of a chain of 
10 owned by the company in 
Michigan, Minnesota and Wis- 
consin. 


MINNESOTA 

A. W. Johnson, vice-president 
of the Carlisle & Bristol Hard- 
ware Co., and Glen W. Moon, of 
Fargo, N. D., have purchased 
the Standard Hardware store at 
Austin, Minn., which they will 
operate. 


MISSISSIPPI 

Claiborne Hardware Co., Inc., 
Port Gibson, Miss., recently suf- 
fered damage from fire to the 
extent of $16,000. Repairs have 
been made and business is being 
carried on as usual in the same 
place. 


NEBRASKA 
Floyd and Earl Lane have 
completed negotiations for the 
Pulse Bldg., Center, Neb., in 
which they will soon open a 
hardware store. 





NEVADA 

A 50 x 100 ft. warehouse will 
be constructed for the C. B. 
Brown Hardware Co., Winne- 
mucca, Nev. 

NEW JERSEY 

The Caterina Bros. hardware 
has moved to a new location at 
714 Landis Ave., Vineland, N. J., 
from its former quarters on 


South Seventh St. 





The Midland Park Paint & 
Hardware, Midland Park, N. J., 
has moved to 123 Plaza Road 
North, Radburn Fairlawn, N. J., 
and henceforth will be known as 
Foster’s Hardware & Plumbing 
Co. 





After more than 53 years in 
the hardware business at Net- 
cong, N. J., W. E. Bostedo, has 
retired and sold his business to 
O. A. McPeek, hardware dealer 
of Stanhope, N. J. 


NEW YORK 

Claude A. Reynolds has pur- 
chased the interest of John C. 
Robinson in the retail hardware 
firm of Reynolds, Robinson & 
Allen, Norwich, N. Y., which 
will now be known as Reynolds, 
Son & Allen. The firm is now 
composed of Ira T. Reynolds, 
his son, Claude A. Reynolds, and 
C. R. Allen. 
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FIRST 
ANNOUNCEMENT 


\ COAL-WOOD RANGE EVER BUILT 





ie RL 0 


ARR it t8ls oe 


0 amount of skill, genius or 





Symmetry and Simplicity 
are the Essence of Beauty 
as exemplified by the 
Washington Monument, 
dedicated February 1885 
Washington, I). C. 


money could have produced this range 


in the early years of MONARCH history. 



















It was a process of evolution—the ulti- 











mate result of maintaining MONARCH 
standards of quality while transforming 
the exterior to keep pace with ever 
changing ideas of symmetry and beauty. 
This 1936 MONARCH is modern to the 
last detail, but it is built to give the long 


life and service that MONARCH Ranges 








have always given. It’s still a malleable! 








MALLEABLE IRON RANGE CO. 
64 LAKE STREET, BEAVER DAM, WIS. 








Model 796CW—Full white en- 
amel—Mircobrite trim—DeLuxe 









4-wall construction—Vitrifused enamel 
flue linings—patented duplex draft— 






Mirco cooking top and oven—Built-in 






MALLEABLE 


Pouch feed and reservoir, optional. 










Model 796CTP—Optional Ivory-Pearl 
finish. 
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E. O. Kingman has opened a 
new hardware and paint store 
at Amenia, N. Y., and would ap- 
preciate receiving catalogs on 
hardware and electrical appli- 
ances. 


Max Richter has leased a 
store at 149 Greenwich St., New 
York City, for hardware and 
electrical supplies. 


Fred W. Newnham, Jr., build- 
ing contractor, paint and wall- 
paper dealer, has announced that 
he has taken over the entire 
store at 37 West Main St., 


Gloversville, N. Y., where he has | 
been located for some time, and | 


plans to add a complete line of 


hardware to his other business. | 


Joseph C. Ryan and Sons, Inc.. 
who operate a hardware store at 
54-62 Main St., Yonkers, N. Y.. 
announced the opening of a 
branch store at 455 Broadway. 
that city. 


P. Klinghoffer, 44 Ave. D, 
New York City, has leased addi- 
tional space in the same build- 
ing for a complete housefurnish- 
ings department. 


Mr. and Mrs. Tolliver opened 
a hardware store in Neon, N. Y.., 
which will carry a complete line 
of hardware, farm implements, 
and tools. 


NORTH CAROLINA 


The Salisbury, N. C., store of 
the Young Hardware and Elec- 
tric Co., of Salisbury and Spen- 
cer, which has been located at 
125 W. Innes St., has been moved 
to 119 N. Main St. 


OHIO 

H. D. Fairley has opened the 
Fairley Economy Hardware store 
in Jamestown, Ohio. It will carry 
complete lines of hardware, har- 
ness, stoves, paint, oils, electrical 
and plumbing supplies. Other 
Fairley stores are at Hillsboro, 
Lynchburgh, 
Sabina. 


McVickor & Armstrong have 
dissolved partnership after 10 
years in the hardware business 
in Chillicothe, Ohio. The con- 
cern will be continued — by 
Charles Earl Armstrong, as the 
Armstrong Hardware Co. 





F. H. Gelhart and M. E. 
Beight, veteran hardware men of 
Akron, Ohio, have opened the 
Gelhart-Beight Hardware Co., at 
17 East Essex St., there. 


74 


Waynesville and 








CHARLES G. PHILLIPS 


Charles Gorham Phillips, 76, 
formerly president of the United 
Publishers Corporation, now the 
Chilton Co. of Philadelphia, 
passed away of a heart ailment, 
March 30, at the home of his son 
in Upper Montclair, N. J. 


| SEVERIN R. DROESCHER 





passed away at his home in Cran- 
ford, N. J., March 29. Born in 
Germany, he came to this coun- 
try 50 years ago and was engaged 





8. R. DROESCHER 


; in the cutlery business for more 
| than half a century, being presi- 
| dent of the S. R. Droescher Co., 
| Inc., 79 Warren St., New York 
| City. 

| Mr. Droescher was alco a for- 
| mer member of the Union County 
| Board of Chosen Freeholders and 
of the Cranford township commit- 
| tee; president of the Lincoln 
Heights Realty Company, a firm 
which developed a large section 


| of the township; a member and | 


| past president of the Union 
| County Shade Tree Commission 
and was vice-president of the 
Cranford Trust Co. 

He leaves his widow, a daugh- 
ter, Mrs. Molly Barrow, and a 
son, Severin, Jr. 


HARRIET Y. DURKEE 


Harriet Y. Durkee, 66, promi- 
nent business woman of Glovers- 
ville, N. Y., and member of the 
firm of E. L. Durkee & Co., 
hardware, that city, passed away 
recently of pneumonia. 

Mrs. Durkee was the widow of 
Edgar L. Durkee, who died in 
1921. She became active in the 
hardware firm upon his death. 
Mrs. Durkee was also promi- 
nently identified with the social 
and civic affairs of her com- 
munity. She leaves a son, LeRoy 
E. Durkee, and two nephews. 








MILES O’BRIEN 


Miles O’Brien, 64, president 
of the South Bend Lathe Works, 
South Bend, Ind., passed away 
recently at West Palm Beach, 
Fla., after a heart attack. He 
and his twin brother established 
the lathe works in 1906. He was 
also active in the affairs of the 
University of Notre Dame and 


é t | was treasurer of the board of lay 
Severin Robert Droescher, 70, | 
! 


trustees of the university. 


WILLIAM A. TREBBE 


William A. Trebbe, 44, traffic 
manager of the Western Iron 
Stores Co., wholesale hardware 


| firm of Milwaukee, Wis., died 





| 





March 14 after a week’s illness. 
He leaves his widow, a daughter 
and a son. 


RICHARD G. BLOTTER 


Richard G. Blotter, 44, assis- 
tant treasurer, National Tube 
Co., Pittsburgh, Pa., passed 
away March 16. He had held 


his position with the company 


since 1931]. 


J. E. PATTERSON 


J. E. Patterson, 75, veteran | 
| hardware 
| Miss., died recently. He had 


dealer of Wesson, 


engaged in hardware since 1883. 


OBITUARY 











CHARLES G. ARMSTRONG 


Charles G. Armstrong, 65, 
formerly engaged in the hard- 
ware business at Knoxville, 
Tenn., died in a hospital there 
following an appendectomy. His 
widow and a daughter survive. 





FOSTER L. SPAIN, SR. 


Foster L. Spain, Sr., a lead- 
ing hardware merchant of Mur- 
freesboro, Tenn., for 50 years, 
was fatally injured when struck 
by an automobile. He was ac- 
tive in business until his retire- 
ment about three years ago. He 
is survived by his widow, three 
daughters and one son. 


GEORGE W. KELLER 
George W. Keller, 58, man- 


| ager of a hardware store estab- 


lished by his father, the late G. 


| W. Keller, Sr., in 1859, died 


March 23 at his home in Win- 
chester, Va. He leaves his 


widow, a daughter and_ two 


| sisters, 


| 


His widow, three sons and six | 


daughters survive. 


STEWART HILL 


J. W. HOPSON 


J. W. Hopson, 64, a retired 
hardware dealer of San Marcos. 
Tex., died recently. For a num- 
ber of years he was connected 
with the Holterman & Hopson 
Hardware Co. 





GEORGE P. GRIFFIN 


George P. Griffin, 64, vice- 
president of the Union Steel 
Products Co., Albion, Mich., and 


Stewart Hill, 61, hardware | formerly a hardware merchant 
merchant of Colon, Mich., passed I dheoe and in Mason, that stat, 


away recently. He came to that 
city 24 years ago as an electri- 
cian, establishing a hardware 
business there soon afterward. 
His, widow, a stepson and three 
sisters survive. 


IRA C. PRATT 


Ira C. Pratt, 69, secretary of 
The George W. Peck Hardware 
Co., wholesale and retail firm of 
Elmira, N. Y., passed away 
March 23 after an illness of sev- 
eral weeks. He entered the firm 
in 1886 and became secretary- 
treasurer four years later, and 
held the post continuously until 
his recent demise. He leaves 
two sisters. 


FRED STONE 


Fred Stone, 60, president of 
the Stone Hardware Co., Allen- 
hurst, N. J., and of the Fred 
Stone Lumber and Supply Co., 
Manasquan, that state, passed 
away at his home in Allenhurst, 
March 24. He had been ill four 


months. 





passed away at his home, March 
17, after a brief illness. His 
widow, a son and a daughter 
survive. 


FRANK CARRELL 


Frank Carrell, 70, who helped 
organize the Soo Hardware Co.. 
died March 13 at his home in 
Chuia Vista, Cal. He had also 
served the hardware firm as sec- 
retary for 10 years. His widow, 
a son and two daughters survive. 





CONRAD FISCHER 


Conrad Fischer, 88, active in 
the hardware business in St. 
Paul, Minn., for more than 50 
years, died at his home there re- 
cently. After an apprenticeship 
as a sheet metal worker in the 
Adam Decker Hardware Co., he 
entered the retail hardware busi- 
ness under the name Fischer and 
Schulz, which partnership con- 
tinued until he engaged in a 
hardware business at 591 E. 
Seventh Street, St. Paul, where he 
was active until 1934. Three 
daughters and four sons survive. 


HARDWARE AGE 











az 2a 


_ ft, Tk oe” 6S 


a 










ING 


65, 
hard- 


ville, 


there 
His 


rvive. 


R. 


lead- 
Mur- 
rears, 
ruck 
3 ac- 
ptire- 

He 
three 


t 


man 
stab- 
e G. 
died 
Win- 

his 
two 


tired 
¥rcos. 
1um- 
cted 
pson 


vice- 
Stee! 

and 
hant 
tat’, 
arch 

His 
hter 


Iped 
Ce. 
> in 
also 


low, 
vive. 


> in 
se 
50 
. re- 
ship 
the 
_ he 
usi- 
and 
con- 


> he 
iree 
‘ive. 











THE BARRETT COMPANY (Address nearest office) 


MAIL THIS COUPON... 


APRIL 9, 1936 


This broadside announces the 


most complete and comprehen- 


“s r 
<i sive program ever offered to roof - 
‘ \ ing dealers and applicators to 
help them get more business. 
By all means GET THE DE- 
TAILS. Mail the coupon today. 


Profit days are here again! Let the Barrett representative tell 


you all about the 1936 Barrett “5 out of 10” Profit Plan and 
Barrett’s new, dramatic selling idea, ‘‘Slow Fire’’—a sure-fire 
way to sell roofs. He will gladly show you all of Barrett’s sales- 
making material—sound-slide films, powerful visual sales 
manual, Farm Building Plan Service, result-getting direct 
mail and newspaper advertising services, etc. 

You can go places with Barrett in 1936. The first step is to 
mail the coupon below. 


THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 


2800 So. Sacramento Avenue, Chicago, Illinois Birmingham, Alabama 


I want to know how to boost my roofing sales in 1936. Without obligation, 
please furnish me with details about the Barrett “5 out of 10” plan. 

PODS Sc. sas ice 
Street Address 
City. . 








Push Sales and Pull Profits 


(Continued from page 41) 


letters. Another way in which the 
manufacturer is ready to co- 
operate, is to compose sample cir- 
cular letters for your use. 


Equipment Needed for 
Direct Mail Campaigns 


In the event that you get out 
your own circular letters, which is 
the best method for a comprehen- 
sive sales promotion scheme, the 
first thing to do is to plan your 
equipment. Since our plan is to 
present a series of successive cam- 
paigns—we suggest two a month 

it is important to secure the 
proper type of equipment, so that 
the work, once organized, can be 
carried on with comparatively 
little effort and cost. 

The equipment for starting a 
direct mail campaign can consist 
of as little as a mimeographing 
machine, stationery supplies, and 
a card index file. If you expect 
to reach a large number of people, 
a multigraph and an addresso- 
graph machine will ‘be highly de- 
sirable equipment. 

The mimeograph outfit, hand 
operated, with initial supplies, can 
be obtained for as little as $30 
or $35. Machines with automatic 
features are more expensive. A 
completely automatic mimeograph 
machine costs about $135. 

To operate a mimeograph, first 
a regular typewriter is used, with 
a stencil sheet inserted instead of 
paper. By writing on the type- 
writer just as you would write an 
ordinary letter, the typewriter 
“cuts” the stencil; in other words 
the letter which you write is 
permanently cut into the stencil. 
The stencil is then placed in the 
mimeographing machine which 
quickly runs off, by an inking 
process, the desired number of 
copies. Stencils cost approxi- 
mately $3.25 for 24 sheets. A 
single stencil can produce up to 
3000 copies. Including the ink- 
ing, you can estimate that 1000 
stencil copies will cost about 40c. 
Accompanying envelopes can be 
hand typed, if you wish to keep 
down to the minimum the cost of 
initial investment. 

If you send your mimeographed 
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or multigraphed letters unsealed, 
they can go for 114 c., third class 
mail. 

An _addressograph machine will 
soon pay in labor saving if you 
plan a sizable campaign. This 
equipment will run about $100 or 
$150, according to the number of 
addressograph plates required. 
These figures are based on the use 
of 400 to 1000 plates. With this 
machine the name and address are 
embossed on small metal plates in 
typewriter style type; this is as 
easily done as writing on a type- 
writer. Next, an impression is 
made of this plate on a special 
card which also contains spaces 
for any additional information 
that may be desired. The name 
plate and index card are then in- 
serted in a metal holder. The 
assembled unit is known as an 
address plate. The plates are 
filed, just as a card would be. 
By using a classified index, the 
plates are ready to address en- 
velopes for any campaign. Fol- 
lowing the printing of the en- 
velopes in the machine, the plates 
are automatically returned to the 
drawer in their original order. 
The only operating cost of using 
an addressograph is the labor in- 
volved, which is very little. By 
using this machine, a large quan- 
tity of envelopes can be addressed 
in a few minutes. The regulation 
permitting the printing of “Re- 
turn Postage Guaranteed” below 
the sender’s name in the upper 


left hand corner of the envelope 
is an excellent means of checking. 
Also permissible is the following 
imprint in the lower left hand 
corner: “Postmaster—If forward- 
ing to a new address, notify sender 
on Form 3547. Postage for notice 
guaranteed.” This imprint could, 
if desired, be used only when 
sending out a circular letter reach- 
ing your general list; and _ re- 
peated again in the course of a 
few months. Another method is to 
have your list corrected by your 
post office department at the rate 
of 65c. an hour. This service 
your post office is required by 
law to perform upon your re- 
quest, at the rate named. 

This checking will insure 
against loss or non-delivery. Also, 
when mail is forwarded, much of 
its advertising value is lost 
through delay. 


List. Revisions 


As to additions and revisions, 
every time that you put on a spe- 
cial campaign, see that you have 
consulted every possible source 
for suitable names., On this we 
will make further suggestions as 
each campaign arises. Make sure. 
in consolidating lists obtained 
from various sources, to eliminate 
duplication. At the end of a given 
length of time, say every six 
months, go over the entire list. 
You will find that in the interim 
your own experience and that of 
your employees will guide you in 
dropping useless names and add- 
ing new ones. Keep daily a record 
of every customer who makes a 

(Continued on page 100) 











Source Special Value 


Remarks 


Your old records Your best customer is your old | About 90 per cent of the 


customer. 


customers who discontinue 
their trade are _prevent- 
able losses. 


Telephone and city | Provide lists for campaigns, such} These records also offer 


directories 
peal. 


as Xmas, that have universal ap-| means of checking accu- 


racy of names obtained 
elsewhere. 


Government records | Assessed property value gives some | Copy names. Divide into 
—including county, | indication of purchasing power. owners and renters, and 


state and municipal. 
Tax records, auto. 
licenses, etc. These 
records are open to 
the public 





classify for merchandise 
accordingly. Owners, but 
not renters, for example, 
are exterior paint pros- 
pects. Make a special list 
of automobile owners in 
your neighborhood, for 
automobile accessory ad- 
vertising. 
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Electrical Appliance Company 


or WICHITA FALLS 
pHone 6707 


920 SCOTT STREET 


Wichita Falls. Texas 


Generel Electric Company 
sion 


Hotpoint refrigerator Divi 
Dalles, Texas 


Le Se McLeod Dist. 





Attention: 


Gentlemen: 
On March 15, 1935, we opened our Electricel Appliance 
During the palance of the year we sold one- 

We have not 


Company here- 
(102) Hotpoint refrigerators. 
one of them. Every one of 


hundred and two 
nad a service complaint on any 
these owners js a booster: 

sor, just made 
{tion with the greates 


ess has prought us flattering offers to han 


other well-knom lines, but we are 80 well satis 
intend to remain an exclusive Hotpoint Refrigerator © 


for this climate, 

+4 eases our 
dle several 
fied that we 
ut let. 


Your rugged compres 
enables us to whip compet 


or ourselves in 


rformance f 
int Refrigeretors 


We have set ® minimum pe 
1936 of two-hundred and fifty (250) Hotpo 
jn Wichite Falls, # city of 43,600 population. 


our line, We have just 


confidence in y 
inch Neon letters. 


To indicate our 
int sign in 1h- 


spent $250 for a Hotpo 
very truly yours, 


wr APPLI 
oS Ht 
7 ‘ 


Manager 


y, SecyoTreasurer 







OT 
H th aso Refrigerator 
Peete: everywhere report 
ae acc .. and increased 
ier otpoint’s super-service 
we nism reduces service com- 
06 a minimum. Satisfied, 
restates owners become 
oe i help sell other pros- 
oe sale leads directly 
— :" Hotpoint’s twelve 
mA eluxe, standard and 
7 1 = a new styling 
= ce convenience fea- 
peste RA i you a line that 
ag ; needs of every family. 
on , = franchise details. 
po gr efrigerator Div., Sec. 

, Nela Park, Cleveland, Ohio 
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ADVANCES BECOMING EFFECTIVE 


Brass and Copper Pipe. 
Pilley Flue Brushes. 


Lead and Zine. 
China Wood Oil. 
Stove Pipe Dampers. Copper Water Tubing. 


April 


Loop-end Coping Saw Blades 9th 
No. 400 Tackle Block Wire Stretchers 


DECLINES BECOMING EFFECTIVE 


Linseed Oil. 


Turpentine. 


1936 


ADVANCES BEING ANTICIPATED 
Paints, Picks, Sledges, Etc. 
Universal Electric Heating Appliances. 


Axe prices were announced 
March 18 by the Kelly Axe & Tool 
Works, and by other manufacturers. 
Quotations are unchanged from 
those ruling during the recent sea- 
son, including $12.00 per dozen on 
first quality unhandled axes, $11.00 
per dozen on second quality un- 
handled axes, and $13.50 per dozen 
on competitive (black) handled axes. 
As during last spring, a five per 
cent extra discount is offered to 
wholesalers and retailers placing 
their definite orders during March, 
April and May, for shipment on or 
before September 30. This early 
discount is already bringing in a 
good volume of specifications. 

* & & 


With no signs of a break in 
cotton prices, mills making cotton 
products are receiving a fair vol- 
ume of orders for immediate ship- 
ment, but buyers are persistently 
unwilling to cover their future re- 
quirements. Cotton mill activity 
averaged about 100 per cent of 
single shift capacity during March, 
the fifth consecutive month that the 
industry has operated in excess of 
that rate, and higher than a year 
ago. However, the mills need a 
back-log of orders to keep up this 
rate safely, and some of them are 
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frankly asking their customers to 
support the market and not to delay 
purchases. 

* oa * 

Leading manufacturers have 
issued new price lists, effective 
March 27, advancing listed base 
prices of brass and copper pipe 
approximately one cent per pound 
and copper water service tubing 


Jedrwary 


Business ? 


about 4% cent to 1 cent per pound. 
The announcement, made first by 
The Phelps Dodge Copper Products 
Corporation, was a_ surprise, 
although not all fabricated copper 
products were included in this ad- 
vance. About a month ago Phelps 
Dodge marked up its price for cop- 
per 14 cent per pound to 91% cents. 
The Anaconda Copper Mining Com- 
pany met that advance, but other 
producers so far have kept to 914 
cents. x * 


Vakers.and sellers of paints 
are particularly likely, to benefit 
from the effects of the recent floods. 
The industry has been faced with 
rising costs for several months and 
some of the leaders state there is 
great need for a general advance of 
8 to 10 per cent in paint prices. 
Labor and raw material costs are 
higher. China wood oil has ad- 
vanced around 20 per cent in the 
past month. Lead and zine prices 
are rising. although turpentine de- 
clined two cents per gallon on 
March 20 and linseed oil was re- 
duced 1% cents per gallon on 
March 27. While there is no ex- 
pectation of an immediate advance. 
paint distributors feel that such a 
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FOR YOU SENSATIONALLY 


PRICED 
TELESCOPE SIGHTS 


and 


BUCKHORN .22 RIFLES 


TAPPED AND DRILLED TO MOUNT THEM 


*Scope Models 10 and 20, with fine optical lenses, 
clear field vision, cross-hair reticule, and other 
refinements, are priced within reach of thou- 
sands who could not spend the $25 or more here- 


tofore required for ’scopes of this kind and qual- 
ity. These ’scopes and Buckhorn Rifles tapped 
and drilled for them are widely advertised in 
sportsmen’s publications, farm papers and boys’ 
magazines. To be sure that you get your full 
share of this extra business, we suggest you ask 
your jobber to supply you promptly. 


No. 56-T No. §3-T e No. 66-T 
Stevens Buckhorn Stevens Buckhorn Stevens Buckhorn 


.22 Rifle .22 Rifle .22 Rifle 
To retail at To retail at To retail at 
$95 8 25 4 ss I Fa B5 


With Scope No.20 With’Scope No. 10 With’Scope No. 10 
$i 7° $4 @geeo $1 Gee 
With’Scope No. 10 With’Scope No. 20 With’Scope No. 20 
$4470 Sq speo $45 pss 
*Scope No. 10 at $4.75, "Scope No. 20 at $8.00 Retail @ Sold Separately 
J. STEVENS ARMS COMPANY 


Division of Savage Arms Corporation 


Dept. L-12, Chicopee Falls, Mass. 
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move may be likely in the late 
spring or early summer. 


* * m 


Sales of paint products, in- 
cluding varnish, lacquer and fillers, 
increased about 20 per cent in Janu- 
ary over sales both of Janu- 
ary, 1935, and January, 1934. The 
total gain reported by 579 leading 
companies, representing most of the 
industry, reached 334 million dol- 
lars as against 276 million in 1934. 

* * * 

Universal electric heating 
appliances were expected to take a 
general advance, effective April 1, 
of about 10 per cent, a change 
which will likely be followed by 
other large manufacturers. 

* * +& 

Prices on hand tools have 
shown considerable strength, though 
there has been some late disturb- 
ance on wrench prices. There is 
still probability of an advance of 
5 to 10 per cent on heavy tools such 
as picks and sledges. 

* # # 


An advance on loop end cop- 
ing saw blades and wire frames 
amounting to about 10 per cent was 
announced as effective April 1. 

* * 


An advance on No. 400 tackle 
block wire stretchers of 12% per 
cent represents a partial recovery 
from a recent severe price war 
among the manufacturers, who 
claim that these stretchers were 
being sold below cost. 

* * * 

Interest is developing among 
hardware and sporting goods stores, 
particularly in larger towns, for 
badminton rackets and equipment. 
The recent renewal of interest in 
this game is being fostered by the 
bringing out of popular priced 
rackets and “birds.” Soft ball bats 
and balls are giving the regulation 
bats and hard balls some competi- 
tion, and dealers are finding it 
as necessary to keep a variety of 
popular numbers in the former as 
in the regular baseball equipment. 

ee & 

Pilley flue brushes have 
taken a recent very sharp advance, 
ranging on eight items from 15 to 
50 per cent. Prices on this particu- 
lar line during 1935 have been con- 
siderably below any competition, 
and the new change makes the line- 
up more regular. 

* e & 


Retailers are buying stove 
pipe and elbows for their fall re- 
quirements at an unusually liberal 
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rate, taking advantage of the most 
competitive market in many years 
on these lines. With no reduction 
in costs to the manufacturer, com- 
petition has been so keen both for 
retailers’ business and jobbers’ that 
profit margins are practically non- 
existent for makers and distributors 
alike. Already a considerable pro- 
portion of the needs of the more 
active sellers have been placed at 
the extremely low figures. Stove 
pipe dampers have taken a small 
“official” advance, but there has 
been little change, thus far, in the 
actual quotations of wholesalers to 
retailers over last fall’s basis. 
* * * 


The American Sponge & 
Chamois Co., New York City, has 
announced, through its jobbers, 
special offers on assortments of its 
sponges and chamois. Assortment 
SC-100, including 12 chamois and 
18 sponges is priced to the dealer 
at $12.65, and retails for $20.25. 
Assortment S-200, including 28 
sponges is priced to the dealer at 
$9.20 and retails for $15.35, while 
assortment C-300, including 18 
chamois is priced to the dealer at 
$10.95 and retails for $17.25. With 
each assortment, an electric flasher 
theater, and other display and sell- 
ing aids are also furnished. 

* — a” 

A steady gain in -hardware 
activity has been resumed, after the 
sharp set-back to manufacturing 
and to trade in the recently flooded 
areas. Other districts have stepped 
briskly into their busy spring mer- 
chandising season, and few are the 
stores whose sales are not coming 
up to reasonable expectations. The 
shock to small businesses, and the 
expensive losses to the stronger 
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companies affected by the high 
water, will be felt for a consider- 
able time. With an estimated 100 
million dollars, or more, of damage 
done, many businesses and _indi- 
viduals are in no position promptly 
to-repair and redecorate their prop- 
erty, or to purchase new equipment 
and merchandise. Flood insurance 
was something unknown. However, 
the very nature of the damage has 
pointed to the hardware stocks as 
the chief suppliers of items needed 
for clean-up and recovery. Shovels 
and wheelbarrows, brushes, brooms 
and paints——building materials of 
all sorts—these have experienced a 
veritable windfall of demand 
throughout the valley areas which 
were flooded. Extended credits have 
been set up for the businesses need- 
ing help, and affairs are again get- 
ting under way. 
* * * 


After all, and fortunately, 
the percentage of the country’s 
trade area affected by overflows has 
been relatively small, and the busi- 
ness picture looks very good 
throughout the leading farming 
states, and in the south and far 
west. Department store sales, elec- 
trical supplies and hardware made 
gains in February, despite the 
weather, and when March figures 
are assembled, it is expected that 
retail trade gains over 1935. will 
show even better percentages. 

* e * 


This spring’s retailing shows 
signs of more foresight and plan- 
ning than usual. It is noted that 
during the period of blocked roads 
and severe winter, many dealers 
took advantage of their enforced 
leisure time, to prepare for their 
spring and summer business. Stocks 
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GENERAL ELECTRIC HOTPOINT * 
PORTABLE MIXER $18.75 


A real complement to any kitchen equipment. Now avail- 
able in striking new color combination — cream with green 
trim in a durable, stain-proof baked enamel finish. Sure-grip 
Glasbake bowls, guaranteed against breakage from heat. 
New handy rubber spatula. 

Its three-speed switch is strategically located so that it 
can be operated without removing hand from the handle. 
Proper speed for any mixing or beating operation is provided. 

Standard equipment consists of portable mixing unit, With this new mixer the General 
mixer base, double beaters, large and small Glasbake bowls, Electric Hotpoint Mixer Line is well 
and handy rubber spatula. Juice extracting assembly consist- rounded. The extremely popular Por- 
ing of Glasbake juice bowl with adjustable spout, cream- table Mixer with the many exclusive 
colored porcelain reamer, and oil dropper for preparing features of the new model, in bright 
salad dressing is available at $2.75 additional. silver finish with sure grip opal-white 

Other accessories — speed reduction unit, food chopper, bowls, is also priced at $18.75 list. 
slicer and shredder, grater, buffer, knife sharpener, and The new, handy rubber spatula is now 
drink mixing set available at slight additional cost. included as standard equipment. 

*Without juice extractor. 
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APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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were rearranged, new display units 
were built up in the store, and 
dealers have taken time to check 
their stocks against the new stand- 
ardized and simplified hardware 
stock lists, as furnished by modern 
distributors. 
* * * 

Merchants report more 
activity in building, planned and 
under way, this spring than for the 
past several years, which should 
bear fruit in liberal specifications 
for hardware of many sorts. The 
upkeep of buildings has been neg- 
lected for several years, and paint- 
ing and repairs are more and more 


inescapable. 
* * * 


Glassware and china are con- 
tinuing their all-season gain in 
popularity with the hardware 
dealer, who is beginning to realize 
that a display of these attractive 
lines always draws the woman 
shopper to his store. 


* * * 


Price structures seem a 
little firmer, particularly as quota- 
tions are put out for future de- 
livery. Some factories, willing to 
“take a chance” on low prices for 
an immediate sale, are firm or 
higher in their figuring for later 
business. Many elements of cost 
are rising, with the threatened tax 
program a major factor in estimat- 
ing future costs. Both wholesalers 
and retailers seem quite confident 
in placing orders now for summer 
and fall merchandise. 


* * * 


Typical of the attitude of 
large merchandisers toward prices 
for the next several months, it is 
announced that leading hardware 
jobbers have built up heavier in- 
ventories than usual. They con- 
sider the price outlook firm, and 
rather sure against important de- 
clines—with a fair chance that costs 
will be higher on many lines. In 
the effort of the wholesalers to ac- 
cumulate reserve supplies of mer- 
chandise, it is noted again that 
shipments from the manufacturers 
are not always prompt, and it is 
particularly difficult to obtain late 
fill-ins of seasonable goods when 


wanted. 
* * * 


Steel production in the United 
States last week was estimated at 
62 per cent of capacity by the 
American Iron and Steel Institute, 
rising to the highest level since June, 
1930. Complete recovery from the 
effects of the disastrous floods, which 
crippled operations the week previ- 
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of 154% per cent. Production a year 
ago was at 44.4 per cent, or less 
than three-fourths of the current 
rate. The increasing importance of 
consumer goods—automobiles, furni- 
ture, refrigerators, food cans, etc.— 
as a major outlet for steelmakers 
also was emphasized in a report by 
the institute. It pointed out that 
the lighter forms of steel, used in 
making consumer products, made up 
45.6 per cent of all the steel turned 
out during 1935, and gained 3742 
per cent in tonnage, over 1934. Ton- 
nage of heavy steel products, includ- 
ing structural shapes, rails, and 
plates, gained 23 per cent over 1934. 


* * * 
Railway and industrial orders 
for equipment and machinery, with 


the rising tide of building, are grad- 
ous was shown by this unusual gain 





WHOLESALE HARDWARE 
COLLECTIONS 


NEW YORK—The per cent of 
wholesale hardware charge ac- 
counts outstanding Jan. 31, 1935, 
collected in February, was 31.3 per 
cent in 1935, and 35.2 per cent in 
1936. 


RICHMOND—The percentage of 
Feb. 1, 1936, wholesale hardware 
receivables collected during the 
month was 40.4 per cent. 


PHILADELPHIA — The ratio of 
collections to receivables in Febru- 
ary, 1936, was 36; in January, 
1936, was 40, and in February, 
1935, was 36. 


CLEVELAND—The Federal Re- 
serve Bank of Cleveland does not 
collate information on either gen- 
eral wholesale or wholesale hard- 
ware collections. 


CHICAGO—The per cent of change 
from February, 1935, in wholesale 
hardware accounts outstanding was 
plus 11.0 per cent; collections were 
plus 10.7 and the ratio of accounts 
outstanding to net sales was 226.2 
per cent. 


ST. LOUIS—General collections 
during February reflected a mode- 
rate slowing down in contracts to 
the high rate which has prevailed 
in recent months. Representative 
interests reported on February col- 
lections as follows: fair, 42.6 per 
cent; good, 39 per cent; excellent, 
2.4 per cent, and poor, 16.0 per cent. 


SAN FRANCISCO—The percent- 
age of wholesale hardware collec- 
tions during February to the total 
amount due from customers (out- 
standing) on first of month was 
44.7 per cent in February, 1936, and 
37.7 per cent in February, 1935. 


DALLAS—The ratio of wholesale 
hardware collections during Febru- 
ary to accounts and notes outstand- 
ing on Jan. 31, 1935, was 48.8 per 
cent. 


ually bringing up the production 
rate on heavy steel. There is every 
sign that the long-awaited and 
greatly needed comeback of the 
“durable goods” industries is under 
way. Locomotives and cars, ma- 
chinery and structural shapes are all 
gaining—and one notable reason is 
that wear and obsolescence are forc- 
ing replacements. Automobile pro- 
duction has again started up vigor- 
ously—the return of good weather 
bringing a new flood of retail orders. 
Production for March may have gone 
as high as 400,000 cars, which will 
be about 100,000 over February. 
The latest weekly rate reported had 
run up to 96,000 units, as compared 
with about 70,000 in February. 


~~ Se |S 


As to general manufacturing 
activity, Dun finds that, lately, new 
highs for the year were reached by 
makers of farm machinery, electric 
refrigerators, electrical supplies, air 
conditioning equipment, hardware, 
paints, building materials, and roof- 
ing. After being closed for five 
weeks by labor disturbances, rubber 
manufacturers have swung into pro- 
duction rapidly, with a four-shift day 
basis in some plants, in order to 
build up tire inventories depleted 
by the strike. Output of plumbing 
and heating equipment has averaged 
about 20 per cent more than for the 
first quarter of 1935, and the pro- 
duction of aluminum and aluminum 
products has been constantly ahead 
of last year’s. Dun’s comment on 
retail sales for the latest week esti- 
mates a gain of 18 to 20 per cent 
above the same time in 1935, with 
sales for furniture, house furnish- 
ings and electrical appliances at the 
best rate in five years. 

* * * 


Nearly all observers are 
united in forecasting a further rise 
in sales of radios, refrigerators, and 
other electrical household equip- 
ment, due to late gains in consumer 
purchasing power, and to the sol- 
diers’ bonus to be paid this summer. 
Shipments of household washing 
machines totaled 125,275 in Feb- 
ruary, the biggest February on rec- 
ord and topped by only 10 other 
months in the industry’s history. 
The month’s figures were 11 per cent 
ahead of February, 1935. House- 
hold ironing machines shipped by 
the industry in February totaled 12.- 
945, a gain of 29 per cent over Feb- 
ruary, 1935. 

% * * 

Two million concerns do all 
of the business of the United States. 
Capitalized at $500,000 up are 60,- 


(Continued on page 122) 
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TWO SMALL ADS— 
ONE INSERTION— 
Entire Stock “Cleaned Up’— 


Read the following letter from a well known 
company. It tells how two small ads in Hard- 
ware Age “cleaned up” their entire stock. 








That’s concrete evidence of tangible advertising results, 
isn’t it? When you want guick, profitable resulis from 
yeur advertising, Mr. Hardware Mannafacturer, try 
Hardware Age — the paper more than 20,000 Hardware 
men swear by. 


HARDWARE AGE 


A Chilton Publication 
239 West 39th Street ® New York City 
A.B.C.—Charter Member—A.B.P. Inc. 
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Mr. 
RETAILER :— 


Watch; 


—for coming 
advertising 
in space 
carrying this 
border; 

—announcing 
merchandise 
produced with 
probably the 
country’s greatest 
length of 
experience; 

—by a factory with 
only 1/10 of 1% 
credit losses for 
all last year, 
thus eliminating 
the customary 
high credit loss 
cost factor from 
our final prices 
to you; 

—plus profitable- 
to-you, practical 
variety AND 
a sales policy 
that the trade 
helped to plan; 







—with most 


of the sales- 
resisting angles 


eliminated; 


—planned all the 
way thru to 
help you make 
profitable sales; 


—because priced 
at attractive values 


and styled to meet 
the users’ wishes, 


with all the finish 


that is worth while; 
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A Small Store 
Did It 


(Continued from page 39) 


Aisles, though wide, are not 
straight in order that more goods 
are brought to the attention of 
customers, who usually go to the 
back of the store where goods are 
wrapped and their change is given 
them. 

In addition to open display for 
all merchandise, ledges are fitted 
with removable display bins, mak- 
ing it easy to change their loca- 
tion. At present, during the 
poultry supply season, the store 
is heated with oil-burning brooder 
house heaters, which attract much 


attention and help sell them. More 
brooder house heaters were sold 
last year than ever before and 
better business is anticipated this 
year. 

All paint cans are in metal 
trays on the paint shelving, mak- 
ing a better looking paint de- 
partment, easier to check stock 
and saves shelf space. The store 
front is repainted each year with 
bright orange and green trim; 
the interior walls are finished in 
flat green tint with semi-gloss 
cream ceiling and a deeper green 
gloss for the woodwork. The 
office is located at the extreme 
rear of the store, 30 inches above 
the sales floor, the space under 
this office being used to store win- 
dow display and other advertis- 
ing material. 

Complete, up - to - date, visible 
prospect records are kept, show- 
ing the make, age, etc., of major 
items such as stoves, furnaces, 
plumbing, radio, washers, etc., 
for each customer in the trade 
territory. Maps showing major 
item prospects are kept up-to-date 
and used regularly. William 
Peterson spends most of his time 
on outside sales, using a card 
record system containing the same 
information as the record books 
at the store. Any changes or ad- 
ditional information are noted by 
Mr. Peterson on the cards and 
each day these corrections are 
made in the store records by Miss 
Gordon, who handles the book- 
keeping and the housewares de- 
partment. 

The store truck used for out- 
side sales is painted in orange 
and green, the store colors, to 
advertise the Leistico hardware. 

The March 14 demonstration, 
in which the regular staff was 
ably assisted by Mrs. H. O. Leis- 
tico, Lawrence Navarra and Miss 
Simons, was so successful that 
similar events are being planned 
for each month. The year 1935 
was the best in the history of the 
business. Allan H. Leistico states 
that HarpwareE ACE has been part 
of their reading since 1926 and 
that they have received many val- 
uable suggestions from it. 

The regular store staff consists 
of Allan H. Leistico, H. O. Leis- 
tico and William Peterson and 
Miss Gordon. 
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A Hardware Store 
TwentyMilesWide 


(Continued from page 43) 


Each man spends only about two 
hours daily at the store. During 
that time he takes care of his 
stock and waits on the drop-in 
trade. 

He learns the entire stock to 
some extent in this fashion. But 
his primary interest is kept cen- 
tered on his own stock. No matter 
what the other salesmen may be 
showing in the way of sales, his 
income is assured by Jones’ bonus 
plan. Each clerk receives his 
salary and in addition the store 
pays a yearly bonus on net profit. 
This is split among the sales force 
regardless of their individual 
grosses. It’s one for all and all 
for one. 

A higher type personnel is nec- 
essary in carrying forward this 
program, Jones asserts. Good 
hardware men were selected and 
then trained into the department 
which suited them best. When it is 
necessary to make a shift, a man 
interested in one especial line is 
brought in. 

In addition to keeping his 
own stock, each man does his 
own buying. That is, he tells 
Jones what is needed and it is 
ordered usually without question. 
A monthly sales meeting irons 
out the general problems con- 
nected with buying and with 
stockkeeping. Due to the bonus 
system, each man is interested in 
the other fellow’s job and the co- 
operative spirit thus engendered 
has meant that one important get- 
together each month is sufficient 
to keep the store under control. 

In the field, Jones finds it worth- 
while to obtain catalogues from 
the wholesale houses. They are 
glad to supply him with their lists 
and books. Jones places his retail 
price in these and when a Jones 
Hardware salesman takes to the 
field he is prepared in every re- 
spect as adequately as a wholesale 
man. Demonstration kits are 
widely used, each specialist carry- 
ing in his individual line or lines 
the “push” items. 

“We make customers by getting 
at them. Each man is required to 
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JUMP YOUR SALES 


Good tools are selling again. The newest and best ones sell faster 
and carry more profit ! 

You'll have to see the new *61 and *430 Automatic Screw 
Drivers to appreciate all the fine selling points — entirely chromium 
plated, manganese bronze spiral nuts chromium plated for extra 
wear, new improved locking device for spiral, three sizes of tool steel 
bits and sturdy construction for which they are so well known. 
They’re smooth acting, fast and good looking. And they are selling! 

Mr. Punch is on the job as usual with his bakelite handled com- 
panion * 188. These automatic tools are both leaders! They belong 
in every kit and up front on every counter where tool buyers can stop, 
look, handle and BUY. 

You can’t go wrong with fast selling, improved and up-to-date 
Millers Falls Tools. There’s more business and profit right around 
the corner than for years. 

Write for catalog * 41 today. 


MILLERS FALLS COMPANY 


Too is, 
Greenfield 









Massachusetts 
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carry a file system of customers 
and possible customers. We in- 
clude all the dairies, service sta- 
tions, and all such places in our 
calls. That is where our backbone 
lies; I don’t believe it is possible 
to show much profit on the house- 
wife alone! We try to build up a 


reputation for carrying every- 
thing. A few days ago, for in- 
stance, a customer wanted a winch. 
We put in a long distance call to 
the wholesale house. He had the 
item; we got the business and 
made a customer! That is the 
keynote of our solicitation.” 





The Cost Is Hidden 


(Continued from page 45) 


line carries with it a series of 
taxes going back to the oil well. 
Altogether the petroleum industry 
paid in 1934, just over a billion 
dollars in taxes. While the indus- 
try has been steadily reducing the 
price of gasoline to the consumer, 


the constantly increasing taxes 
have caught up and devoured the 
saving. In 1935 all the taxes 
amounted to 39 per cent of the 
retail price of “gas” but 90 per 
cent of the wholesale price. This 
is probably the most extreme in- 





“INSECTICIDE — 
OVERSTOCKED ? 


FLYded Insect Powder and 
FLY ded Liquid Spray are the 
world’s largest selling insec- 
ticides. These colorful cans 
don’t loiter on your shelves. 
They’re made and merchan- 
dised for quick turnover and 
ready profits. 

Quantity sales 
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"NO SIR! 1 SELL 
FlyDed ... THE 





make high 2 Liquid Spray 
quality possi- and keep them 
ble at much in stock the 
lower cost. & entire season. 


Made by MIDWAY CHEMICAL COMPANY, Chicago 
THE WORLD'S LARGEST- 


FAST MOVING LINE” 


Don’t let slow-moving insec- 
ticides rob you of profits that 
can be yours. Feature FLYded. 
There'll be no expensive car- 
ry-over on these sure sellers. 
Ask your jobber for nation- 
ally advertised FLYded In- 

sect Powder 

and FLYded 





SELLING INSECTICIDES 


stance of our extreme taxation sys- 
tem. 

One of the pet delusions of the 
Man in the Street has always been 
that it is possible to “soak the 
rich” and the big corporations 
without getting soaked himself. 
There are signs that this is no 
longer the case—that he is realiz- 
ing more and more that there is 
a limit to the soaking, that eventu- 
ally the Government soaks an in- 
dustry out of business and a few 
thousand employees out of their 
jobs. 

For many of these big indus- 
tries are content with a net profit 
at which any self-respecting hard- 
ware merchant would turn up his 
nose. The Man in the Street might 
think of Swift and Company as 
one of the plutocratic corpora- 
tions which can well be soaked 
with taxes. It is so soaked. Last 
year the company paid $5,924,- 
179 exclusive of processing taxes 
in escrow. They would have 
amounted to thirteen million 
more. 

Swift's business for the year 
was $767,227,312. Pretty good 
business, one would think. Yes, 
but what do you suppose was the 
net profit? Fourteen millions— 
not 2 per cent on the gross. The 
company has never earned more 
than 3.8 per cent and that was in 
the war year of 1917. Its average 
over forty years has been 1.65 
per cent. 

Whatever it was, the taxes go 
into the price of the ham, beef, 
lamb, veal and by-products. Mr. 
Man pays them together with the 
other taxes accumulated on the 
way from the packing plant to 
his dinner table. They are the 
taxes paid by the common car- 
riers, the cold storage plant, the 
jobber and the retailer. 

It is the long chain of opera- 
tions through which a raw ma- 
terial goes, which sends up its 
price through tax-pyramiding. For 
it is taxed at every step, not once 
but several times. Thus 53 taxes 
go into the price of a loaf of bread 
making 20 per cent of its sales 
price. The farmer pays six, the 
grain elevator six, the flour mill 
five, the railroad eleven, the 
trucker seven, the wrapper manu- 





* Automobile Manufacturers Asso- 
ciation. 
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facturer seven and the bakery 
eleven. 

But the tax imposers do not let 
the products of short and simple 
processes off so easily. Cigarettes 
pay 70 per cent of their cost in 
taxes. The duty on foreign spirits 
is $4 a gallon, which is over 
100 per cent on the cost of most 
of them. Who pays it? 

It would seem that the hard- 
ware industry is better off than 
many others although that is small 
comfort. There is the American 
Bankers Association lamenting 
that the National Banks, as a 
whole paid $14.89 out of every 
$100 of net operating earnings in 
1934 for taxes. State Banks to 
the number of 1186, with deposits 
under $100,000 paid $34.20. 
Again we ask who pays that? The 
depositors, borrowers and trust 
clients of course. 

Here is what some tool manu- 
facturers in our industry report 
in the way of taxes. You know 
them but they asked us not to men- 
tion their names: 

Saws: “Taxes to be raised in 
the present gigantic spending of 
public funds will add 1.61 per 
cent to our costs.” 

Hand tools: “1934 _ taxes 
amounted to 514 per cent of our 
net sales.” 

Portable electric tools: “4.27 
per cent of the selling price of our 
products is represented by Capital 
Stock, Federal Income, Personal 
Property, Real Estate, Franchise 
and Sales Taxes.” 

Saws and other tools: “In 1936 
our taxes will represent about 5 
per cent of the sales dollar aver- 
aged over all our products.” 

Now the taxes on the steel and 
other raw materials entering into 
their products is not far from 
6 per cent of the raw material 
costs. These tools are sold largely 
through hardware and mill sup- 
plies distributors adding with 
transportation another 5 per cent. 
The retailers taxes, especially 
where there are sales taxes add— 
What is your figure? Say 5 per 
cent of the retail price. 

Note how these percentages 
have been pyramiding as we pro- 
ceeded from the steel mill to the 
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They're UNIFORM 


Like a row of tin soldiers cast from the same mold,: Cross Sterilized 
Tacks are uniform. Every tack in every box just like its neighbor— 
no culls—no half-breeds—no duds. 


Buyers like Cross Sterilized Tacks because they are strong, 100% 
usable. Their heads stay on, the points are needle sharp, the shanks 
are straight; and they are sterilized — packed clean in moisture 
resisting containers. 


Cross Sterilized Tacks are tough—they have to be to get out of our 
factory. They are formed on precision machines under constant, 
rigid inspection. Careful workmanship insures uniformity. 


These qualities will appeal to all your trade. Pleasing people pays— 


for you as well as for us. 


UPHOLSTERERS * CARPET * CARPET LAYING * COPPER 
WEBBING * GIMP * HIDE * LACE * WIRE CLOTH STAPLES 
BILL POSTERS * DOUBLE POINTED + CLOUT NAILS 


Sold in 
these distinctive boxes 


RED—BLACK—WHITE 


"O K. it theyre 


YOUR JOBBER HAS CROSS, OR CAN GET THEM FOR YOU 


W.W.CROSS & CO.INC. EAST JAFFREY,N.H. 
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EVANSVILLE 


GOOD SERVICE TOOLS 





ALLOY- STEEL AXES 











MADE IN ALL POPULAR 
PATTERNS AND SIZES 


EVANSVILLE AXES ARE NOT 
SOLD TO MAIL ORDER 
HOUSES 


ASK YOUR JOBBER 


THE EVANSVILLE TOOL WORKS, Inc. 


EVANSVILLE, IND. 














88 





Ultimate Consumer until they add 
up to this: 
6% x steel price plus 

10% x rail freight on steel plus 

5% x tool sales price plus 

10% x transportation cost plus 

5% x jobbers sales price de- 
livered plus 

5% x retailers price over the 
counter. 


Substitute your own figures. 

Now this excessive taxation is 
bad enough but the outlook is that 
it will be worse before it is better 
unless the Ultimate Consumer is 
brought to see that he is the one 
who pays that whole column of 
costs above. 

It is the business man’s plain 
duty, dictated by self-preservation, 
to do all in his power to educate 
his customers to the enormous 
section of their dollars, now 31 
cents on the average, which goes 
into taxes. Tell them that much 
of this goes into too much Gov- 
érnment in the home town, County, 
State and in Washington. That 
much of it is wasted in political 
graft, incompetence and _ inefh- 
ciency at home and waste and pork 
in State and Nation. That they 
should begin the fight for good 
and less Government in their own 
districts and follow through. 

Only by active participation in 
their own Government can citizens 
put down this peril of hidden taxes 
which are eating a greater and 
greater section out of their dollars. 


The Merchant 
and the 
Legislature 


(Continued from page 37) 


affairs is the greater, rather than 
the need of our community or 
state. Whatever the excuse, mer- 
chants, as a class, do not con- 
tribute in a large measure from 
their broad experience in life to- 
ward sane, sensible legislation. 
There is a dismal waste of en- 
ergy, on the part of the public, 
condemning public men. Our lack 
of information, and frequently of 
knowledge, prompts us, without a 
particle of evidence to brand them 
as a gang of crooks, shysters and 
demagogues. Such unmerited criti- 
cism emanates generally from in- 
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UF KIN 


TAPES - RULES 


PRECISION TOOLS 
Mec are buying 
[UFAIN 


PRECISION TOOLS 


No. 1841 
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Micrometer 







No. 513 
Micrometer | 
Depth Gage 


Investigate this growing 
demand for better tools 


The many exclusive features 
and improvements in {“/A7v 
TOOLS are immediately recog- 
nized by all good mechanics. 


‘YOU... 
Should have in stock these | 
ZUFAIN Tools mechanics 











THE [UFKIN RULE (0. 


SAGINAW, MICHIGAN, U.S.A. 


NEW YORK 


106-110 Lafayette St, 


(OF-Tat-loll-lalgt-loa delay 
WINDSOR, ONTARIO 
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dividuals who have given but little 
of their time, thought and sub- 
stance in behalf of public wel- 
fare. If, accidentally, some of us 
become interested in an individual 
proposition, or one of local com- 
munity interest, and because a 
legislative committee does not en- 
dorse our vague and immature 
ideas when presented. We return 
home, hiding our ignorance be- 
hind shameful phrases of abuse. 
And much of the expressed odium 
against public men has had its 
origin in the attempt of selfish in- 
terests to gain recognition and at- 
tention, without success, when ap- 
pearing before legislative bodies. 

Merchants, as a class, are not 
bitterly partisan. While loyal to 
the party organization, they seldom 
become disturbed at the crack of 
a party whip. The close contact 
they have had with their customer 
gives them a keen insight into 
human needs, and enables them to 
readily differentiate between wise 
and unwise laws. 

A fair representation of retail 
merchants in any legislative body 
will greatly add to the usefulness 
of the legislative sessions. There- 
fore, we advocate that hardware 
and implement dealers, and ca- 
pable merchants of every line, 
seriously consider serving their 
community in a legislative ca- 
pacity. Your experience, train- 
ing, and years of contact with the 
public especially qualifies you for 
the responsible task. 

You may be a member of the 
majority or the minority. It mat- 
ters but little on which side you 
are. The thing that matters, is the 
amount of commonsense you can 
bring to bear out of your large ex- 
perience in contacting the public. 
Your fellow merchants in the leg- 
islature are scarcely interested on 
what ticket you were elected. They 
will largely view the question at 
issue just as you do, and you will 
frequently vote as a unit on a 
measure up for consideration. 

To represent your community 
in the legislature is an honor you 
should welcome. The broad ex- 
perience you will gain there will 
in future years add to your use- 
fulness as a citizen, and your com- 
munity should profit by your sen- 
sible insight into problems that 
are ever-present in community life. 
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"¥, DAZEYS! 


WELL meaning advisors have frequently 
told us that DAZEY CHURNS are 
entirely too well made—that they would work 





QT. TO 10 GAL. : : : : 
just as well if the quality of materials were 
enataa not nearly so high and our standards of 


workmanship not nearly so exacting. Maybe 
so. Nevertheless, nearly 90% of all churns 
sold by the hardware trade today are 
DAZEY CHURNS! We are obstinately 
old fashioned enough to believe that our 
insistence on quality has had something to 
do with this amazing sales leadership. Be 
that as it may, no wide-awake dealer can 
fail to see the advantage of pushing to the 
limit any line with so nearly universal 
acceptance. Above all, he will find it 
profitable to get squarely behind DAZEY 
ELECTRIC CHURNS now that power 
lines are being so steadily extended into 
rural districts. 


DAZEY CHURN & MFG. COMPANY 
4301 WARNE AVENUE 
ST. LOUIS, MISSOURI 
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Sell DIETZ LANTERNS For..... 
..... Big Light And Dependability 


Svery family needs some kind of emergency light in the house, and a Dietz 
Lantern cannot be beaten for that purpose—safe—always ready—no deteriora- 
tion. Also one of the most essential things to take along when the spring and 
summer season starts hikers, fishermen and campers on their way. You can 
sell Dietz Lanterns any time and ALL the time. 


@ WW) i ae ae 2 ee a ee @ 


MAKERS OF LANTERNS FOR THE WORLD, FOUNDED 1840 


Output Distributed Through the Jobbing Trade Exclusively, We 
Do No Sell Chain Stores, Catalog Houses or Syndicate Buyers. 
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MARVIN W. TRASK, pro- 
prietor of the Trask Hardware 
Co., retail, Deer Lodge, Mont., 
began his hardware career 66 
years ago, and at 84 he actively 
operates the oldest retail hard- 
ware store in Montana. In point 
of service in the hardware busi- 
ness in the State and perhaps 
in the Nation, it is believed that 
Mr. Trask probably holds the 
record. He was born in Janes- 
ville, Wis., in 1851, and Mrs. 
Trask, who is also 84, was born 
in a covered wagon near Lara- 
mie, Wyo. As a boy of 17, Mr. 
Trask went overland to Mon- 
tana in 1868, settling in the 
town which later became Deer Lodge, and which was then 
called Cottonwood. The State’s oldest hardware store, 
Strang & Richardson, was located in the town, having been 
established there in 1868. Mr. Trask obtained employment 
as an apprentice in the store in 1869 and learned the 
tinners’ trade. Four years later he acquired a part inter- 
est in the firm, and in 1887 he became sole owner of the 
business. One of Mr. Trask’s sons. Marvin W. Jr., began 
working in the store in 1907, while another son, Frank, 
started with the store in 1909, and in 1929, when the busi- 
ness was incorporated, they became partners in the firm. 
During the first few years Mr. Trask was in business get- 
ting merchandise to sell presented many problems. Stoves 
were shipped in on the Missouri River once a year at a 
time when the water was high enough. Sometimes ship- 
ments arrived with a government escort as protection 
against the Indians. After the first transcontinental rail- 
road was built through to Salt Lake City, merchandise was 
brought in from that point by wagon freight during the 
summer when roads were passable. In the early days 
Indians, mostly of the Nez Perce tribe, were frequent cus- 
tomers of the store, and Mr. Trask valued their friendship 
and held them in high regard. He has long been a mem- 
ber of the Montana Implement and Hardware Association 
and, with Mrs. Trask, regularly attends the annual con- 
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vention of the organization. At the recent Butte conven- 
tion of the association, Mr. Trask and Harry U. Doer- 
ing, general manager, Montana Hardware Co., whole- 
sale, Butte, whose hardware career is also briefly reviewed 
on this page, were honored guests at the meeting and 
speakers at the banquet. When Mr. Trask is in the store 
he is usually to be found in the tin shop, where he enjoys 
working at the trade he learned as a youth. Last year, 
with his own hands, he made fifty-three sheepherders’ 
stoves, 


HARRY U. DOERING, 
general manager, Montana 
Hardware Co., wholesale and 
retail, Butte, Mont., has spent 
52 years in the hardware busi- 
ness. He is a native of St. Louis, 
and as a young man his first job 
in that city was as a grocery 
clerk, but this lacked appeal 
and he shortly obtained another 
job with a St. Louis wholesale 
hardware firm, the Shapleigh- 
Cantwell Hardware Co. On this 
job he received $15 per month, 
and as he lived ten miles dis- 
tant from his work, half of his 
monthly wage was paid out for HARRY U. DOERING 
transportation. During _ this 
time he left home by train at 6:23 A. M., and returned 
at 7:30 P. M. He began working for the firm on the top, 
or seventh floor, of its building, where farm supplies of 
the type then sold in carload lots were stored. Later, he 
was transferred to the third floor, where he worked a year 
in the general hardware line, and following this he was 
assigned to the first floor where, as a stock clerk, he handled 
Montana orders principally. Meanwhile his salary had 
been raised to $45 monthly. Through one of the company’s 
salesmen, Mr. Doering, in 1887 secured a still better job 
with the W. M. Jack Co., Butte, Mont., in which position 
he received $85 per month. His trip required seven days, 
and after being snow-bound enroute his train was the 
first to arrive in Butte in ten days. His employers later 
sold out to the Kenyon-Connell Commercial Co., with 
which he was also affiliated for a short time. In 1895 he 
began working for the A. C. M. Hardware. In 1928 this 
concern became the Montana Hardware Department of 
the Anaconda Copper Mining Co. Several years ago the com- 
pany adopted its present name—the Montana Hardware Co. 
Mr. Doering’s continuous service with the company covers 
a period of 41 years. He and his wife, the daughter of 
a pioneer Butte physician, made their first trip together 
back to St. Louis in 1892, and they have since made many 
similar trips to renew acquaintances of Mr. Doering’s youth, 
and to visit relatives. Mr. Doering has had a great deal 
of satisfaction and much joy from his lengthy hardware 
career, and says that if the calendar could be turned back 
he would again start working for a hardware firm. 
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@ Make Money 


selling canning equipment 
Write for FREE plan 


Get people in the habit of coming to your 
store for canning supplies. There is an enor- 
mous volume of profitable business in this 
equipment. With our free plan, you can easily 
make your own store canning headquarters 
of your town and vicinity. 





This is the time to start. Write for the plan 
now. This plan is based on sound merchan- 
dising, outlines an effective 
canning contest, and explains 
how you can get your store 
known as the place to buy all 
canning supplies. 


CONSERVO 
BRINGS PROFITS 





When you check over your stock of canning equipment, 
be sure to include the Conservo Steam Cooker and Can- 
ner. During twenty years, this practical instrument has 
become increasingly popular—more than 500,000 house- 
wives are steady users. And now, the NEW improved 
Conservo offers you every opportunity to cash in on this 
wide consumer acceptance. 
Housekeeping Institute. 


EVERHOT 
SALES 
DUET 





The Everhot Automatic 
Electric Roaster with the 
Everhot Buffet Server 
Attachment. . « « 


Sell them together . .. This new, larger roaster has signal 


light, oven heat indicator and many other modern fea- | 


tures. Convenient and cool for summer cooking—com- 
plete meal in one operation . . . The inexpensive buffet 
server attachment keeps cooked food hot and tasty— 
doubles roaster utility and increases roaster sales . .. Use 
this sales duet to increase your year-’round profits. 


Ask Your Hardware or Electrical Jobber 


It is approved by Good 





THE SWARTZBAUGH MFG. Co. 


TOLEDO, OHIO, U.S. A. 
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*the microscopic exactness of the grinding and honing 

















RIO 


The blade with the 
Micro-Angular Edge 





Retail price 


5 for 15c 
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be sure you’re right 


5 


then go ahead...’ 


Tue idea was accidental, but the success was planned. Here’s 
how RIO razor blades have advanced step by step to fame. 


First, a group of industrial and financial leaders discovered 
over the lunch table one topic of common interest. None of them 
had ever found the one superlative razor blade. They agreed 
that such a blade, salable at a popular price, would offer a real 
service to all men and become a real success. 


Then, they decided to produce’ such a razor 
blade. They drew up a plan and carried it 
through—meanwhile spending over a quarter 
of a million dollars to clarify the patent situa- 
tion. They spared no expense in their striv- 
ing for first quality. . . . And, finally, using 
most modern machines and methods, with tlre 
help of a highly skilled personnel, they found 
success in the present RIO razor blade. 


And so will you! ... Investigate RIO. Find 
out why its success at its job is your success 
at yours—the business of selling more razor 
blades, with more net profit. ... Full details 
on request. Standard Safety Razor Corp., 
East Norwalk, Conn. 


This is the MICRO-ANGULAR edge (many times 
magnified). Note the thinness of the cutting edge, 


angles . . . RIO blades are checked to angular ten- 
thousandths. Other blades vary considerably. Only 
RIO has the uniform MICRO-ANGULAR edge, the 
edge that gives head-barber shaves. 





SPEAKING OF RAZOR BLADES— 


“Standard” means STANDARD 
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Sales Winning 





WITH JUICE 


$4 8.5 EXTRACTOR 


Denver & West $19.95 

$4 7 50 WITHOUT JUICE 
is EXTRACTOR 

Denver & West $18.50 








FITZGERALD 


RAAGIC 
RA AID 


Today women are extremely value-minded. 
Offer them a plus value and they are sure 
to buy. Magic Maid, with its strong selling 
features and outstanding superiority, is a 
great sales-winner. 

Unsurpassed in eye-appeal. .. Superb mod- 
ern design . beautifully finished 















precision-built for years of service... with 
a combination of labor-saving features 
offered by no other mixer. 

Dual-disc revolving platform permits 


change from large to small bowl without 
changing position of platform . . . Complete 
swing-over of motor permits 4 positions for 
quick attachment of accessories ... With 
this 4-position construction MAGIC MAID 
can be placed on the average 8” high pantry 
or cupboard shelving—beaters can be easily 
attached and detached ... Motor can be 
raised for beverage mixing . Portable 
for use at stove , Two-position easy- 
balance handle prevents arm strain when 
used as portable mixer ... Wide base gives 
low position of motor for juice extraction 
and prevents tipping ... High gloss baked 
enamel finish, in charming ivory or green; 
highest quality opalescent bowls. 
OUTSTANDING VALUE brings greater 
sales. Display, demonstrate Magic Maid 
Model D—put your sales efforts behind a 
real winner! 


Write for attractive color display cards & circulars 


SMASHES ALL RECORDS 


An amazing moneys worth! 





$5.00 
Denver & West $5.75 


MAGIC MAID HOT PLATE 
4-heat, heavy duty, fast cooking 


Left-hand burner 1000 Watts maximum 





With this astonishing value you can capture the quality 
hot-plate market. Magic Maid Hot Plate proclaims its 
quality at first glance! Attractive modernistic design, 


with lustrous chrome fittings. Extremely fast cooking— 
left-hand burner 1000 Watts. Air-cooled spacer between 
frame and switches assures long life for switches. Baffle 
board protects table top. Heavy gauge metal frame and 
apron. Substantially built throughout. Act now to get 
profitable volume sales! Order Magic Maid and STAR- Rite 
applianees through your jobber. 
Write for 1936 STAR-Rite Fan Prices 


The FITZGERALD MFG. CO., Torrington, Conn. 
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Convention 
Calendar 


Louisiana Retail Hardware and Im- 
plement Association, Annual Conven- 
tion at New Orleans, La., June 15, 16 
and 17, 1936. A. H. Aucoin, executive 
secretary, 336 South Rampart St., New 
Orleans. 7 

National Retail Hardware Associa- 
tion Thirty-seventh Annual Congress, 
Hotel Chalfonte-Haddon Hall, Atlantic 
City, N. J., July 20 to 23 inclusive, 
1936. H. P. Sheets, managing director, 
130 East Washington Bldg., Indianap- 
olis, Ind. 

Southern Hardware Jobbers’ Associa- 
tion Forty-sixth Annual Convention, 
jointly held with the American Hard- 
ware Manufacturers’ Association Sev- 
enty-second Semi-Annual Convention, 
Memphis, Tenn., April 20 to 23 inclu- 
sive, 1936. Secretary Manufacturers’ 
Association: Chas. F. Rockwell, 342 
| Madison Ave., New York City. Secre- 
tary Jobbers’ Association: T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga. 
| Southeastern Retail Hardware and 
| Implement Association 22nd Annual 

Convention and Exposition, City Audi- 
| torium, Atlanta, Ga., May 19 to 21 in- 
clusive, 1936. H. M. Simmons, secre- 
tary, 317 Ten Forsyth Street Bldg., 
Atlanta, Ga. 

Triple Convention of the Southern 





Supply and Machinery Distributors’ | 


Assn., the American Supply and Ma- 
chinery Manufacturers’ Assn., and the 
National Supply and Machinery Dis- 
tributors’ Assn., Hotel Ambassador, 
Atlantic City, N. J., May 11 to 13 in- 
clusive, 1936. Secretary, National As- 
sociation: H. R. Rinehart, 505 Arch 
St., Philadelphia, Pa. Secretary, Amer- 
ican Association: R. Kennedy Hanson, 
916 Clark St., Pittsburgh, Pa. Secre- 
tary, Southern Association: Alvin M. 
Smith, c/o Smith-Courtney Co., Rich- 
mond, Va. 

The Hardware Association of the 
Carolinas Annual Convention, Charles- 
ton, S. C., June 9 to 11 inclusive, 1936. 
Headquarters and sessions: Francis 
Marion Hotel. Arthur R. Craig, secre- 
tary, 803 Commercial Bank Bldg., Char- 
lotte, N. C. 

The Retail Hardware Association of 
Alabama, Inc., Annual Convention and 
Exhibit, Mobile, Ala., May 5 to 7 in- 
clusive, 1936. Headquarters, sessions, 
and exhibits: Battle House. J. H. 
Crowe, secretary, 410 N. Twenty-first 
St., Birmingham, Ala. 


Rose Trailerette 





Maker states it 
balances perfectly and will carry from 


Model 20—enclosed. 


750 to 850 lbs. Fork equipped with 
coil springs to absorb shocks. Body is 
weatherproof, length, 54 in., overall 
width, 43 in., overall height, 34 in. 
General 16 x 4 Jumbo Balloon tire— 
cast steel wheel. Body color—dark blue. 
Frank Rose Mfg. Co., Hastings, Neb. 











VAUGHANS 


HE patented fusing process, as 

used in axe manufacture by the 
Vaughan & Bushnell Mfg. Co., 
now gives your customers a better 
axe than they could ever buy be- 
fore. The two separate forgings— 
the eye and the blade—are joined 
by electric fusing. This forms a 
perfect union of two kinds of steel 
—a tough steel for the eye (to re- 
sist breaking at that point), and a 
strong, high-grade tool steel which 
is fashioned into a thin, keen-edge 
fast-cutting blade. This new bi- 
metallic construction—now recog- 
nized as an outstanding develop- 
ment—is made in all patterns. 
And it costs no more. Point out 
these new, longer-life features to 
Ask him to test this 
You will 


a customer. 
new axe for balance. 
make quicker sales. 


ie re i 
Vaughan’s OPEN END 
Adze End Axes 


(Patent Pending) 
Unlike the solid adze eye 
type, this new axe retains 
the desired handle flexi- 
bility and gives added 
strength to the handle 
against the side strain. 
This open end eye feature 
assures true fitting and 
solid gripping of handle. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 
Es Makers of Fine Tools 

2114 CARROLL AVE., CHICAGO, ILL. 
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For Young America 


What a seller! Just as soon as LePage's Aeroplane Glue 
appeared, it started to stimulate a lot of new sales. 
Made for the purpose—model aeroplane building— 
creamy-colored — quick-drying — waterproof — stain- 
proof, and featherweight, it looks like a quarter value. 














Millions of planes are built by boys every year—and "otc NPnoog 
grown-ups too, take a crack at it. The country is aah” 


peppered with aeroplane clubs that are growing with 
leaps and bounds. You don't have to be air-minded to 
sell it, but if you are salesminded, you'll appreciate the 
tremendous market for this item. 


» 


Wy 


Xj, 4, To step up sales, these 10 cent tubes are 
dil attached to a flashy, blue, red and yellow 
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~ KEG , display card that will have the boys grab- 
Le tehnd bing ‘em off. Get this "mover" in stock! 
va RUSSIA CEMENT COMPANY 

ae iy =A ee Laboratories & Factory 
: YX. GLOUCESTER, MASS. 
: TO i a a Warehouse Stock at New York, Chicago and San Francisco 
I 
and DOZENS of other Money Makers 
: are LISTED 2. CATALOG 100 
Hardware Stores Can Increase Profits 
| with the DAISY Line of Rubber Items 
If you have not sent for a fre [| ae pe FBO: 
| copy of the Daisy Catalog No. * 


100, write for it today. It’s free 
and comes postpaid. Between 
its covers you will find dozens of 
big profit rubber items that youn 
store should carry. The items 
pictured at the left are typical 
of the Daisy Line. 


Write for Catalog “100” 


Besides a general line of furni- 
ture casters and rubber items, 
the Daisy Line offers you Blue 
Ribbon Rubber Soles, the finest 
stick-on rubber soles made. This 
is a fast selling line every hard 
ware store should carry, becaus¢ 
it pays a big profit. Blue Rib- 
bon Soles are easiest to put on i 
wear longer and don’t come k 
loose. Get all the facts—write r 
today for Catalog No. 100. 
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SCHACHT RUBBER MFG. CO. 
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LL SCHACHT RUBBER MFG. COMPANY 
kd HUNTINGTON INDIANA 
LL. Factories at Huntington and Noblesville, Indiana 
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Employees Obtain New Accounts 


Central Hardware, St. Louis, Mo., Ob- 
tained 31 New Charge Customers Through 
Contest 


PLAN that will procure 631 

new charge accounts for 

the hardware merchant 
within a period of two weeks is 
one that is certainly of interest. 
These are the results secured by 
the Central Hardware Company 
of St. Louis, Mo., through an em- 
ployee’s contest, which extended 
from January 29 to February 29 
inclusive and had as its purpose, 
“to obtain new 30-day charge ac- 
count customers.” 

“The results were certainly 
gratifying,” D. L. Oxenhandler, 
manager, informed HARDWARE 
Ace. “We set a quota of five ap- 
plications per employee for the 
contest and this quota was ex- 
ceeded in but two wecks of the 
contests tenure. 

“Of the accounts accepted by 
the credit department, almost 10 
per cent immediately made _ pur- 
chases. Under the rules of the 
contest every application must be- 
come active within sixty days in 
order to make the employee eligi- 
ble for the cash awards that were 
made. 

“We have never attempted any 
activity for employee participa- 
tion that has stimulated as much 
interest and enthusiasm; and we 
will consider this contest a suc- 
cess even if the number of appli- 
cations would have been smaller, 
when we measured the goodwill 
it has promoted between the em- 
ployees and the management.” 

Upon the opening of the con- 
test newspaper advertising listed 
the names of all employees, told 
the general public about the con- 
test and invited readers to help 
their friends who were employees 
of the firm. 


Under the rules of the contest 
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to share in the money awards. 

“For the purposes of awards, 
any person not now a charge cus- 
tomer or whose account has not 
been active for two years, and 
whose credit rating is accepted by 
credit department, will be counted 
as a new charge account,” the rules 
informed employees. 

All applications were handed to 


any employee could participate, 
officers and credit department 
men, however, not being permitted 
















- Notice To Our Friends! 


We, the undersigned employes of Central Hardware Company, are 
| now engaged in a friendly contest to introduce new charge custo- 
mers in our stores, and you can help us win some nice prizes by 
coming in now, asking for the employe you know, and letting 
him or her take your application for a charge account. Open | 
your account now—buy whenever you wish! 


Come to either store. You'll like the convenience of a charge account, and you'll 


“Save Money at Central Hardware” 




































| AT 


Prost, Al McGrath, Wm. 
Downtown —_ Robinowitz, Wm. McNally, Betty 
| 811 North Sixt Riddick, Arthur Morrison, Louis 
| Almstedt, Ed. Schaeffler, Wm. Mossop, Al 
Auer, Violet Singer, Audrey Mueller, Lester 
Bailin, Julius Soerensen, Dorothy Noble, Catherine 
Bauman, Lawrence Spellmeyer, Ralph Rosenthal, Vic 
Blass, Sam Storr, Frank Sandford, Leon 
| Brader, Ray Susanka, Joe Schaumann, Adele 
Cherry, Ann Tacke, Chas. Scholenberger, Ray 
Cohen, Julius Thesz, Helen Schwartz, Sam 
Cohen, Meyer Thieman, Cecile Sievers, Walter 
Crouther, Gene Tuschmidt, Rosemary Smith, Henry 
Dahm, Lester Wickman, Bob Sparks, Harold 
Davis, Herman A - Tabors, Dan 
Davis, Jack Kingshighway Store Thien, Elmer 
DeLargy, Harry 1616 South a 
| Edelman, Eimer Kingshighway Vegt, Lester 
Elliott, Howard Walton, C. 
Elfanbaum, Wm. Bartel, Bill Wescott, Jas. 
| Fadem, Sam, Bressler, E. 
Freed, Adolph Brummitt, Frank Wellston Store 
George, Gus roms Milton 6301 Easton: 
Glazier, Al urke, Harold 
Gold, Sam Cohen, R. Ash, Max 
Grisham, Ned Cope, Helen Bacik, Dorothy 
Hacker, Al Cramer, Ed. Britton, Earl 
Heidelberg, Edw. Daniels, Elvira Cohen, 1. 
| Heineman, Oscar Davis, Ben Douglas, Paul 
| Hoffman, Joe Davis, Joe Kottler, Lawrence 
| Kottler, Grace Ebling, Allen Littman, Jos. 
| Linck, Wm. Elfanbaum, Saul McAnany, Victorene 
Leftin, Lorene Heenan, Joseph Malloch, Wm. 
Mathes, Anna Huenfeld, Everett Olsen, Eric 
| Mathes, Jake Johnson, Dewey Rosenberger, Clarence 
Maxeiner, Elmer Klein, Arthur Rowell, Hurley. 
| Mitchell, Sam Knoll, Jack Sanders, Robert 
} Mol. Harold Krafft, E. ©, Steinback, Frank 
! Mosiman, Harry Kuehn, Ray Toelle, Laura 
| Muffler, Ollie Kertz, Gus Weidlich, Oscar 
| Oxenhandler, David Lamprecht, Jerry Young, Curtis 
| Pease, Bert Lash, Fred Zieger, Walter 
SAVE If you have no acquaintances in the above list, come in anyhow. Any 






MONEY employe will take your application, and you need no introduction. 








611 N. SIXTH ST. 
0 1616 S. KINCSHIGHWAY 
. 630! EASTON AVE 














This ad enlisted public support of employees’ efforts to secure new accounts 
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. Jimmy Proof Rim 
No. 401 * Deadlock of spe- 


cial high tensile strength alloy. 
Double-locking bolt with hardened 
steel saw-proof inserts. Cast bronze, 
pin tumbler cylinder with three keys 
—practically unlimited key changes. 





There are 
millions of doors needing 


q@® DEADLOCKS 


For back doors, front doors, closet doors ... an ILCO 
Deadlock says, “Keep Out” and means it. The bolt gives 
that extra protection, and the well designed, accurately | 
constructed pin tumbler cylinder insures maximum se- | 
curity against unlawful entry. 





Remember these two facts:- (1) There’s a whale of a 
market for Deadlocks; (2) There’s a whale of a lot of 
customer satisfaction in ILCO DEADLOCKS. They 
give you—and your customer—the best possible value. 
And they are available in a wide range of prices. 














ILCO KEY 

BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock, 


I1C0 


THE SYMBOL OF SUPREME 
LOCK PROTECTION 


« Cylinder Rim Deadlock, 
No. 203: iron, black wrinkle finish; 
solid brass bolt, 11/16” throw: operates with 
extreme ease. Cast bronze, pin tumbler cyl- 
inder with three keys—practically unlimited 
key changes. 








INDEPENDENT | 
LOCK COMPANY § 


Fitchburg, Mass. 
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‘SPREADS AS FAST} 














AS GOOD PAINT cue 


mural fone 


Wee Waney Saving leit in the Crange Gu 
Your first sale of MURAL-TONE is the beginning of a chain of 


sales. A dealer in Richmond has traced twenty-nine sales back to 
one woman who used MURAL-TONE six months ago and recom- 





| mended it to her friends. 


, You don’t have to depend on word-of-mouth advertising today. 
Attractive ads in the magazines shown here are telling the good 
news about MURAL-TONE every month. Master painters; archi- 
tects; owners of all types of property; practically every prospect for 


| wall paint is being told the story of beauty—speed—economy. 


MURAL-TONE is the balanced casein-lithopone paint. It gives 
you a quality paint. Gives you an attractive package —looks well in 
any window. Posters, color charts, folders, window displays—and 
the proper margin of profit. 

Get a few painters to test MURAL-TONE for you. They'll tell 
you more than we could crowd on a dozen pages. 

You know there is a tremendous market for a quality paint able 
to meet ‘‘cheap paint’’ competition. MURAL-TONE gives you the 
key to that market. The coupon is for your convenience. Today is 
the right time to send it in. 


Reasons why MURAL-TONE is selling—and repeating: 


1. Dries in forty minutes. 4. Will not lime-burn. 

2. One coat covers—and 5. 90%lightreflective. 
hides. 6.1 gallon yields 1% 

3. Adheres to unseasoned gallons of paint. 
plaster and cement. 7. Cuts costs 25%. 


THE MURALO COMPANY, INC. « foundea 1894 


566 Richmond Terrace, Staten Island, N. Y. 


| BOSTON + CHICAGO «+ ATLANTA «+ SAN FRANCISCO 


The Muralo Co., Inc., 566 Richmond Terrace, Staten Island, N. Y¥. 


Gentlemen: Send me full information about MURAL-TONE and ! 
tell me how it can make money for me. i 


III... ss. caadannsy a bhittclinaidbsecadisipip ene ttionae ain tetanedecnidindancnelaasaa dia paniialaaansih | 
SIs Scsstanlostenbecaseiunsieeiacas are iach dataceacetndakn ' 


| 
| 
| 
| MII naisusicsaxsavsvicsonstalnirevenbiiecopasciavelanceeeaiatessiatubeuabsancaashaatisitadlamnaeasveuareisintth | 
I 












INDUSTRY'S AVERAGE 


AMERICAN BEAUTY 
——’ , 








bhe , 
‘QUICK TURN-OVER’ fine 


American Beauty is America’s 
easiest selling line of washers. 
Here’s why: 

* A line with 10 dynamic models 
—in easy $5 steps — with a 
REAL LEADER Model. 

* Every model can be demon- 

strated to advantage against 

ANY OTHER MAKE priced $5 

to $10 higher. 

Made by an aggressive manufac- 

turer and backed by a sales pro- 

gram built to fit the individual 
dealer. 

* Sales features that are dyna- 
mite. For example 






Exhaustive tests prove 
American Beauty is 
‘*EASIEST in the 
WORLD’? on clothes 
Demonstrate that to a 
prospect and you sell! 


“Easy Touch” SAFETY WRING- 
ERS usually found on only the 
highest priced machines are on 
American Beauty priced to retail 
as low as $59.50. 


A FACTORY POLICY YOU'LL 
LIKE 


American Beauty has built on a 
policy that recognizes the impor- 
tance of distributor-dealer profit. 
Why don’t YOU send for AMER- 
ICAN BEAUTY FACTS? 


GETZ POWER WASHER CO. 
243¢ Walnut St., Morton, Ilinois 
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the credit department at the close 
of each day’s business and ac- 
cepted customers were notified by 
mail. A provisional rule of in- 
terest stated: 

“Employees will be expected to 
use judgment in inviting customers 
to open charges and for every 
three applications declined, the 
employee will lose credit for one 
which has been accepted. We do 
not want to have to turn down ac- 
counts. Deferred payment ac- 
counts will bring no credits. This 
contest is for 30-day charges 
only.” 

Prizes were as follows: 

An award of 50 cents for every 
accepted application which _be- 
came active within 60 days from 
the date the account was opened. 

An award of $1.00 for every 
accepted application in excess of 
five. 

A bonus of 1 per cent on the 
total net purchases on all contest 
applications from the date the ac- 
count was opened up to and in- 
cluding Dec. 24, 1936. 

A $25 capital prize to the 
team with the largest number of 
accepted applications. A $10 
prize to the individual with the 
largest number of applications and 
a $5 prize to the individual 
with the second largest number of 
applications. 

When the employees of the Cen- 
tral Hardware Company, which 
operates three stores in St. Louis, 
Missouri, are working in a store- 
wide selling contest they receive 
full cooperation from the store 
management. 

One of the features of this co- 
operation is the use of advertising 
space, three columns in width and 
twelve inches in depth presenting 
the following message: 

“Notice To Our Friends: We, 
the undersigned employees of Cen- 
tral Hardware Company, are now 
engaged in a friendly contest to 
introduce new charge customers 
in our stores, and you can help us 
win some nice prizes by coming 
in now, asking for the employee 
you know, and letting him or her 
take your application for a charge 
account. Open your account now 
—buy whenever you wish!” 














THE FABRIC 
and THE BALE 





An entirely new product by Wickwire 
Brothers. By our special process of 
welding this fabric becomes much 
stiffer and stronger than twisted net- 
ting or woven wire cloth. 


UNIFORM and FIRM MESH 
NO SLIPPING OR SAGGING 
WITHSTANDS TERRIFIC STRAINS 


TWO, THREE or FOUR FEET WIDE 
| inch mesh—I8 gauge wire 
, "99°" " 


2 " " nt " "” 


WICKWIRE BROTHERS 


MILLS AND OFFICES 
CORTLAND N. Y. 
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| WANT 
COLORS AS FRESH 
AND CHEERY AS A 
MORNING IN SPRING 


THEN LET ME SHOW YOU 
THE LOWE BROTHERS 







4 






Aggressive advertising in 
leading national magazines 
and farm publications is 
sending home owners to see 
the Lowe Brothers Pictorial 
Color Chart, available only 
at the stores of dealers 
handling Lowe Brothers 
products. These home 
Owners are buying paint as 
they confidently select the exe 
act color schemes they wish 
to use from these actual 
painted reproductions of 
exteriors and interiors. 

The Lowe Brothers Pictorial Color Chart is only 
one of our practical, proved sales helps. You can 
cash in on prospect-getting newspaper advertise- 
ments and dramatic folders which we mail to your 
prospect lists. Window posters and displays bring 
prospects into your store. A full color book contain- 
ing more than 150 painting and decorating sugges- 
tions is yours to give prospects free. 

Lowe Brothers unsurpassed quality holds the cus- 
tomers whom aggressive advertising and proved sales 
helps bring you. Get the complete picture and get 
more sales. Write today to The Lowe Brothers Com- 
pany, Dayton, Ohio. 


Brothers 


PAINTS @® VARNISHES 


Quality Unsurpassed Since 1869 
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CLEANING 





brings 
SANDER RENTALS 
—~_ — 


DURUNDUM PAPER IN CUT SHEETS 


is the ideal method of servicing the rental 
sander. Your customers will appreciate the 
opportunity to do a PROFESSIONAL JOB with 
@ PROFESSIONAL ABRASIVE PAPER, accurately 
cut to size and shape for your machine. 


DURUNDUM PAPER in cut sheets is provided 
for all popular makes of rental sanders — 
FULL GRIT RANGE 
BOXED IN STRONG CARTONS 
PLAINLY MARKED ° 
CONVENIENT QUANTITIES 


Modern, Efficient Packaging! 
& 
Send for full information today 


BEHR-MANNING 


(DIVISION OF NORTON COMPANY) 


TROY, N. Y. 


BEHR-MANNING e TROY. N. Y. 

Please send details on Durundum in Cut Sheets for Renial 
Sanders. 
Name 
Firm 
Street 
City State 
Our Jobber WA-406 






































Theyre Tell 


What readers say about the 
Hardware Age Catalog and 


Directory Number 


Across the Sea 
Osto, Norway—“Who Makes 


It” is. now on my desk, and it 
sure is great for an American rep- 
resentative, living abroad, to have 
this handy book beside him. It 
has now certainly to a great ex- 
tent shortened the far distance I 
am away from U. S. A. Because 








of this handy book, where I can 
find everything there is needed on 
the market here, besides all the 
new merchandises, which they do 
not have here in Norway, can now 
easily be found, written to or 
cabled to, without too much ef- 
fort, because everything is so clear- 
ly and nicely arranged in this 
book. It was just like a handshake 
from the other side to receive this 
book, and I do compliment you 
for making up such a handy di- 
rectory. 
With my best greetings, | am 


J. K. Borcu. 


Most Useful 


GREENWICH, Conn.—Copy of 
“Who Makes It?” was received. 
We think it is one of the most use- 
ful publications that we have in 
our files. We'd be lost without it. 

P. W. GEIBEL, 

Greenwich Hardware Company 





A Hardware Need 


Kinston, N. C.—We thank you 
very much and find it to be a di- 
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rectory certainly needed in hard- 
ware business. 

J. M. Drxon, 

D. V. Dixon & Son 


Detailed Information 


Waco, Tex.—The writer has al- 
ways found plenty of use for the 
HarpwarE Ace Directory. It 
gives a lot of detailed information 
that we are unable to obtain else- 
where. It is kept consistently on 
one of our buyer’s desks and is 
referred to very frequently. 

J. W. Tapor, 
The McLendon Hardware Co. 





ATTENTION, 
FLOOD VICTIMS: 


Readers of HARDWARE 
AGE whose places of busi- 
ness have been damaged 
by the recent flood are in- 
vited to make fill and free 
use of our news pages 
to acquaint manufacturers 
and wholesalers with their 
needs for the replacement 
of merchandise and cata- 
logs. This will facilitate 
the resumption of normal 
business, saving our read- 
ers both time and expense 
in getting out notices. 

As long as our available 
supply lasts, copies of the 
annual HARDWARE AGE 
“WHO MAKES IT?” Di- 
rectory will also be fur- 
nished, without charge, 
upon request from readers 
who suffered flood damage. 


HARDWARE AGE, 
239 West 39th St., 
New York City. 











ing Us 


Invaluable 
Hornett, N. Y. — We are 


pleased to state that we received 
our copy of the HarpwaRE AGE 
Directory and find this is a very 
well arranged book. We refer to 
this on the average of two or three 
times a day, in fact it is invalu- 
able to us, and we congratulate 
you on this edition. 

M. F. Snow, 

The Frank B. Peck Co. 


Many Thanks 


Brooktyn, N. Y. — ‘‘Many 
thanks for the prompt action in 


HEY —WHERE wave 


RIGHT THERE / You Bat apt My LIFE? 


ALL THE TIME 






——————— 
Mey 
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shipping the Directory to me. Re- 
ceived it last week. 

“Needless to say, I know it is 
just what I’ve wanted all my life.” 


J. C. ALLEN. 


Useful 


Aupany, N. Y.—This is to 
acknowledge the HARDWARE AGE 
Directory received by us several 
days ago in good condition. We 
find it a very useful directory to 
have in our files. 

H. J. Funk, 
Albany Hardware & Iron Co. 


Used Often 


SHaron, Pa.—We received our 
copy of the Harpware Ace Di- 
rectory in the mail in good con- 
dition. We use it for references 
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Corrugated Hammer 
Head For Driving 
Staples and Bend- 
ing Down Lugs on 
Steel Posts 


Staple Pulling Point 
And Lifter For Bent 
Lugs on Steel Posts 














Wire Cutter 


Wire 





Starting and Pulling Point 
For Staples Imbedded In 
Hard Wood Posts 


Wire 
Cutter 


IT DOES THE JOB 


The new UTICA Fence Plier and Staple 
Puller will solve all of your fence prob- 
lems. With this one tool, you can do every- 
thing necessary in building or repairing 
fences. It saves time and trouble and is 
an indispensable fence tool. 


UTICA DROP FORGE & TOOL CO. 
Utica, N. Y. 





Stretcher 


The New UTICA 


FENCE PLIER and STAPLE PULLER 
(No. 1932) 
For Metal and Wood Posts 


An all-around Fence Plier at a popular price which 
can be used on all types of fence posts and does the 
complete job. No other tool is needed for fence pull- 
ing or repairs. It gets at staples buried in old wood 
posts—it straightens and bends the lugs on steel posts 
—it cuts and stretches wire. A quality too', drop 
forged from Alloy Steel, that will last indefinitely. 


Double Roll Knur led 
Handles That Wo n't 
Slip In a Glove 


“A STEP AHEAD” 


The Utica Drop Forge & 
Tool Co. are ‘‘a step ahead”’ 
in developing new tools at 
popular prices that are most 
efficient for the purpose for 
which they are designed. 
UTICA Tools are drop 
forged from special Alloy 
Steel, are fully guaranteed, 
and are hand tested for bal- 
ance and efficiency as_ well 
as quality of manufacture. 








THE SHOVEL 
THAT BUILT 
AMERICA 


SINCE 
\7//4 


APRIL 9, 1936 





Genuine 


O. AMES 


First manufactured in 1774, Genuine O. Ames 
shovels are still the leading Plain Backs. 

The famous Ames Bend, often copied but never 
equalled, gives to this pioneer shovel, a perfect 


balance—and that means greater shoveling ease. 


Electric welded straps assure a permanent, not 
a temporary connection—Armor-D handles—Label 


die embossed—all exclusive '"Ames' features. 


Time-tested Special Alloy Steel gives longer 


wear. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING CoO. 


PARKERSBURG, W. VA. 


NORTH EASTON, MASS. 
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MORE 


CUSTOMERS, 


PROFIT; 
USES 


WHEN YOU SELL THE 
GENUINE 





PLASTIC WOOD 


The 1001 uses of Genuine Plastic Wood 
inake every customer a prospect—Genuine 
Plastic Wood is real wood in putty form— 
when dry it can be sanded, sawed, planed, 
turnel on lathe—will take nails and screws 
without splitting, cracking or crumbling— 
is waterproof—greaseproof—will adhere to 
any clean, dry surface—wood, metal, stone, 
glass or porcelain. There is only one “Plastic 
Wood"’—be sure you sell the genuine. 


BIGGER ADVERTISING SCHEDULE 


Nearly every home in your neighborhood 
—week after week, month after month, will 
receive Genuine Plastic Wood advertising 
through the pages of—Saturday Evening 
Post, Collier’s, Liberty, American Magazine, 
American Weekly, Good Housekeeping, 
Country Gentleman, Popular Science, and 
numerous others. Dealers wishing to tie up 
with this big 1936 campaign can secure 
colorful displays and a Plastic Wood Demon- 
stration Log absolutely FREE for the asking. 

~ FREE 
DISPLAYS 

Write The A. S. 
Boyle Company 
(Inc.), 1934 Dana 
Ave., Cincinnati, 
O., for free display. 
Name... 
Address 


PLASTIC WOOD 


100 

















quite often—to determine the cor- 
rect address of different concerns 
and many other useful ways. We 
thank you for our copy, and have 
put it on our files for future 
references. 

R. R. Down, General Manager, 

Fruit-Ohl Company 


Very Useful 


FayETTE, Mo.—I wish to ac- 
knowledge receipt of the Direc- 
tory “Who Makes It?” 

We find your directory very 
useful to our buying department, 
and wish to thank you for re- 
membering us. 

Trau Harpware & PLUMBING 


Push Sales 


(Continued from page 76) 


purchase, and whose name you can 
learn, adding his name to your 
direct mail files. 


Checking for Accuracy 


Most names can be checked as 
to spelling and initials by means 
of the telephone and city direc- 
tories. Verification of street ad- 
dress can usually be made at the 
same time. 

A better means of correct ad- 
dress information, however, is to 
use the aid of the post office de- 
partment. The postal addresso- 
graph machine can also be used 
to prefix the personal name and 
address to your circular letter; 
if you use a multigraph for the 
latter, the addressograph and 
multigraph will match in type. 
The difference between typing and 
addressograph - multigraph can 
scarcely be detected. Thus the re- 
sult gives the effect of a personal 
letter. 

The minimum cost of multi- 
graph equipment is about $175 or 
$200. This machine consists of 
a flexible type-blanket and a 
smooth, round drum. After set- 
ting the desired letter, which is 
a very simple operation, the let- 
ter is ink-printed merely by turn- 
ing a crank. It takes but a few 
minutes to run off several hun- 
dred multigraphed copies of a let- 
ter. The cost of operation is only 
the cost of the labor involved. 
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J— DRAFT Y 
WINDOW 
FRAMES: 




















Don’t Overlook 


Calking as a 


Profit Builder 


Paint jobs and calking jobs go hand in hand. 
Stock and sell Pecora Calking Compound— 
the calking material that is specified by 
leading architects and used by reputable 
builders. Money cannot buy a more re- 
liable material. Now packed in cartridges 
for use with Pecora Cartridge Gun. Makes 
calking easier ‘and more profitable than 
ever. Don’t take chances with an inferior 
product. Push Pecora and avoid com- 
plaints, for properly applied it will not dry 
out, crack or chip. 


Show This Gun 





To Your Customers 


HIGH PRESSURE 


CARTRIDGE 


CALKING GUN 





This New Type, High-Pressure Cartridge 
Calking Gun (patent applied for) is a great 
time and material saver. Specially de- 
signed for Pecora Calking Compound, 
packed in Non-Refillable Cartridges of 
approximately One-Quart capacity. Get all 
the details. 


Write for Bulletin and Prices 





TRADE-MARK 


Pecora Paint Company, Ine. 


Lawrence & Venango Sts., Phila,, Pa. 
Established 1862 by Smith Bowen 





Pecora Sash Putties and 
Pecora Perfect Patching Plaster 
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FIRST and 


FOREMOST 
Choose the RIGHT Machine 


.. then you can be SURE of 
BIG Sanders Rental PROFITS 


The fact that 4000 DREADNAUGHT Sand- 
er Rental dealers are averaging $600 profit 
per machine each year, provides the most 
convincing evidence that “the DREAD- 
NAUGHT TOPS THEM ALL.” These suc- 
cessful dealers say, “IT’S THE MACHINE 
THAT MAKES THE ALL-IMPORTANT 
DIFFERENCE.” 





It pays to investigate before you invest. 
The DREADNAUGHT combines so many 
outstanding superiorities that you'll auto- 
matically recognize it as JUST THE MA- 
CHINE YOU NEED TO PUT SANDER 
RENTALS ON A HIGHLY PROFIT- 
ABLE BASIS AS PART OF YOUR BUSI- 
NESS. It looks EASIER TO USE. It IS 
easier to use! It sands FASTER; MORE 
EFFICIENTLY; IS AB- 
SOLUTELY DUSTLESS; 
OPERATES FROM AN 
ORDINARY LIGHT 
SOCKET and IS EASILY 
PORTABLE. 


Service on the DREAD- 
NAUGHT is no farther away 
than your telephone. Let us send 
you COMPLETE INFORMA- 
TION regarding the DREAD- 
NAUGHT and the tried and 
PROVEN DREADNAUGHT 
RENTAL PLAN. All we ask is 
that YOU COMPARE! Write 
today. No obligation. 


DREADNAUGHT SANDERS 
(Clarke Sanding Machine Company) 
Dept. H. A. 436, Muskegon, Mich. 
















Easily Portable 
Weighs Only 
46 Ibs. 


4000 DEALERS ENDORSE ® 
DREADNAUGHT AS THE MOST E# 
PRACTICAL AND DEPENDABLE ff 





— # 


Locks at 
Both 






Milled . 
preps Sides 
Silver of 
Shackle 
Keys 


| 


Add This Strong Seller 
To Your Line Of 
PIN TUMBLER PADLOCKS 


Made in 3 Sizes 
No. 04821, 112”; No. 04822, 134”; No. 04823, 2” 








You can guarantee the inside quality of 
this padlock. Customers like its good looks 
outside—also its price. IT SELLS! 
The bronze case is fitted with a hardened 
steel shackle that Idcks at both sides. In- 
side security is guaranteed by dependable 
Eagle Pin Tumbler lock work. 

eee ; 

The Eagle Quality Line 


Night Latches 
Trunk Locks 
Front Door Sets 


Wood Screws 
Stove Bolts 
Machine Screws 


Store Door Sets 
Padlocks 
Cabinet Locks 











EAGLE LOCK CO. 


26 Warren Street - New York 


Branch Offices: 


521 Commerce St. 179 N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 


Works aft Terryville, Conn. 








OF ALL RENTAL SANDERS | 
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Whats New 


for Retail 


Hardware Stores 


1936 Rollfast Line 





Bicycles are smartly styled and 
streamlined. New features include an 
electric fender lamp, operating on self- 
contained batteries; streamlined bat- 
tery tanks and built-in electric horn, 
in addition to standard equipment. 
Models are finished and enameled by 
a new process, said to give a natural 
unblemished surface. Wide variety of 





colors. Velocipedes and Playcycles are 
streamlined and built like a bicycle and 
not as a toy, the maker states. Veloci- 
pedes have many distinctive features. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims—New Packages 
—New Colors—New Deals— 


| ey re tare 














Playcycles offer a variety of standard 
and streamline De Luxe models for 
boys and girls of various ages. Roller 
skate line now includes some additional 
popularly priced skates. Design and 
construction has been improved. Each 
pair is packed in attractive, bright 





orange and blue boxes suitable for 
counter shelf or window display. The 
Rollfast lines will be exhibited at the 
1936 Toy Fair, rooms 401-408, McAlpin 
Hotel, New York City. D. P. Harris 
Hardware & Mfg. Co., Inc., 99 Cham- 
bers St., New York City. 





Can Openers 





Blades of thin flexible high carbon 
oil tempered steel. Double beveled cut- 
ting edge is said to be specially formed 
to make a clean cut close to rim of can. 
Bottle opener part specially formed with 
broad lip, about 4% in. wide, where it 
engages underside of crown and anchor 
caps. No. 100-C, all metal, to retail 
at 5 cents; No. 10, short wood handle, 
at 10 cents. Vaughan Novelty Mfg. 
Co., 3211-25 Carroll Ave., Chicago. 





Self-Selling Display 


ATCHED 
&D ATCH 
BRUSHES Masse t 
: a 


For wall, counter, or window—24% 
in. square—holds entire line of matched 
brushes, of seven sizes, 16 varieties, each 
fitting in a form-mold, and suspended 
by solid parts, thus eliminating sus- 
pension pressure on bristles. Easy and 
instant removal. Prices may be indi- 
cated on special display discs affixed 
to board above each brush. Free to 
Alabastine dealers with first order of 
new brushes. Alabastine Co., Grand 
Rapids, Mich. 





Automatic One-Hand Tacker 
“Kling-Tite”---self-contained, holding 
a strip of 140 staples, and is operated 
with only one hand. Maker states ma- 
terial will not be damaged. Model T-3 





(illustrated) uses 5/32 in., 3/16 in., 
and % in. staples and may be used for 
display work, covering panels, fasten- 
ing display merchandise to cards, etc. 
Also other models for heavier work. 
A. L. Hansen Mfg. Co., 5037-45 Ravens- 
wood Ave., Chicago. 
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D } 
cheat yourself 
MR. DEALER? 


Deut dissatisfy a good 
customer who has invested in a Perfec- 
tion oil stove, by allowing her to buy 
wicks that spoil the operation of her 
stove! That would be short-sighted and 
would only cheat your own business, for 
people will take their trade where they 


get what they want. 


e 
Genuine Perfection 


wicks, stamped with the red triangle 
“Mark of Quality” and with the name 
“PERFECTION,” are the only wicks that 
give satisfactory 
results with Perfec- 


tion, Puritan and 





Ivanhoe oil stoves. 


PERFECTION 


STOVE COMPANY 
7747-A Platt Avenue « Cleveland, Ohio 





x 2 & &@ ££ & 2&@ *& *& & 28 2% & @ 


APRIIT 9, 1936 































TACK ¢ OP? 0 a 


FAIRHAVEN, MASSACHUSETTS 








125 YEARS of leadership have established the high 
quality of Atlas products— Tacks, Pins, Rivets, Washers 
and many others ... Today Atlas resources, integrity 
and fine workmanship protect both dealer and user. 
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3-IN-ONE OIL 


Yet 





Recommended 
By Bissell 


as “NoN-GuMMING” OIL 


Hundreds of big users of oil, who make 
laboratory tests of many oils before specify- 
ing, have never hesitated to recommend 3- 
in-One Oil. They know that 3-in-One is 
more than ‘‘just an oil’’ — it is a scientific 
blend of animal, mineral and vegetable oils, | 
giving triple service —Lubricates, Prevents 
Rust, Cleans. Your customers will appreciate 
your recommending 3-in-One Oil to them as 
the reliable general household lubricant. 


Heavier Advertising in 1936 | 
To Increase Your Sales and Profits 


Thousands of advertisements on 3-in-One | 
Oil are reaching the customers in your 
neighborhood week after week through 


Collier’s, Saturday Evening Post, McCall’s, | @ 
Ladies’ Home Journal, American Magazine, | ' 


American Home, Good Housekeeping, Farm 
Journal, Farmer’s Wife, Country Gentleman, | 
Popular Science, Popular Mechanics, Out- | 
door Life, Sports Afield, American Weekly, 
Boys’ Life, American Bicyclist and numerous | 
others. Your customers will know and want 
3-in-One Oil. Stock all sizes and don’t miss 
a sale. 


FREE DISPLAYS 

Tie in with this big advertising campaign 
—colorful displays for 
window or counter are free 
for the asking. Write The 
A. S. Boyle Company, 
(Inc.,) 1934 Dana Ave., 
Cincinnati, Ohio. 










EEE 


3-IN-ONE OIL 
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Ratchet Diestocks 
- : 








Armstrong Stock for Adjustable dies 
has been patterned into a single-han- 
dled Ratchet Diestock. Allows chip 
room, but no hollows to catch chips. 
No. 2R has range from % to 1 in, 
right and left hand; No. 3R threads 
right and left threads from % to 2 in. 
Ratchet Diestock for Armstrong tool 
steel solid dies, cut from solid block 
of steel, requires twist of the finger to 
lock the die in place—no screw driver. 
No. 51R threads pipe from % to 1 in., 
right and left hand; No. 52R threads 
pipe from 1% to 2 in., right and left 
hand. Both tools may be used in 
close hard-to-reach places. Ratchet 
movement is reversible. Have 3-point 
self-centering guide which replaces 
bushings. Folder available. The Arm- 
strong Mfg. Co., Bridgeport, Conn. 





Flashlight Deals 


Twmer-ceut 


Nos. 30, 40 (shown) and 50 feature 
three standard quality Winchester flash- 
lights: the 2-cell focusing spotlight in 
full chrome plate; the 3-cell focusing 
spotlight in black finish with chromium 
trim; and the 3-cell focusing searchlight 
in black finish with chromium trim. Each 
deal includes 48 Winchester Super Seal 
Unit flashlight cells with molded Super 
Seal top, which is said to allow greater 
capacity, protection against short-circuit- 
ing and long brilliant light life. Display 
stands are of pleasing color effects. Win- 
chester Repeating Arms Co., New Haven, 
Conn. 











PRODUCTION 


@ Cutting efficiency plays a large part 
in small tool satisfaction. The high 
cutting speed possible with Morse 
Tools is one of the reasons why tool 
| users everywhere say, “There is a 
| difference!” 


| 

| Toolmaking experience, carefully con- 

trolled hardening, accuracy in grind- 

| ing, each helps to assure this differ- 
ence. It is the reason why Morse 
Tools are so satisfactory to use and to 

| sell. Is your stock complete? 














| THE MORSE LINE 
Includes 


High Speed and Carbon 


Drills Chucks 
Reamers Counterbores 
Cutters Mandrels 


Taps and Dies Taper Pins 
| Screw Plates Sockets 
Arbors Sleeves 


MORSE 
| TWIST DRILL & MACHINE CO. 


NEW BEDFORD, MASS., U.S.A; 
CHICAGO STORE: 
570 WEST 
RANDOLPH ST. 


NEW YORK STORE: 
ee * 
130 LAFAYETTE ST. 
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, THE 
CHENEY NAILER 


THE HAMMER THAT HOLDS THE NAIL 
The big 6 points of the Cheney Nailer— 


1. Balance 

2. Strength 

3. Tough Handle 
4. 

5 


































Drive 
. Finish 
and 
6. Nail Holder 
These 6 features all successfully 
combined in the Cheney Nailer 
place the nail holding hammer in a 
class by itself and make it a leader 
among hammers in any store. 
Send an order for a carton of 
Cheney Nailers today and let us 
send along the Cheney Nailer Sales 
Maker. It will turn prospects into 
buyers. 


A FULL LINE OF HAMMERS 


HENRY CHENEY HAMMER CORP. 


Factory 
LITTLE FALLS, N. Y. 
302 Broadway Sales Office New York, N. Y. 

















INDUSTRIAL FINANCING 


to meet 
your new financing needs 


Factoring, which has played a prominent part in the development of 
the textile industry for the past 100 years, is today accepted by 
leaders in virtually every industrial field*as the key to the new 
financing problems of recovery. 


Commercial factoring is neither a lending nor a selling service 
—but an immediate solution to a manufacturer’s own financial 
problems. It will improve your balance sheet ratio, relieve you of 
all credit and collection risks and expense, increase your capital 
turnover and thereby provide you with ready cash to take advan- 
tage of new opportunities for profit. 


Mail the coupon for your copy of our interesting booklet —‘’The 
Factor Finds Fresh Fields’’—and for the other facts on factoring as it 
applies to your field and your firm. 


COMMERCIAL FACTORS CORPORATION 
TWO PARK AVENUE, NEW YORK 





COMMERCIAL FACTORS CORPORATION, Two Park Ave., New xork 
Send your booklet, ‘The Factor Finds Fresh Fields’, and other pertinent facts on factoring. 
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Wilson Ejector Fork modern background showing a stream- Electric Freezer 
line train. Suggested retail selling 
price, 50e; dealer’s cost, $3.00 per doz. 


Adolph Kastor & Bros., Inc., 245 Fifth 





Permits food to be ejected from the 
tines with one hand. Fork is said to 
be rustproof with plated sanitary fin- 
ish and has lacquered “tear-drop” han- 
dle. Packed 72 individual boxes per 
carton. Michigan Wire Goods Co., 
Niles, Mich. 


Paint In Stick Form 


— = } 





4 


Markal is put up for cold and hot 
marking—will not run. It may be ap- 
plied to wet or dry surfaces. For cold 
marking it is applicable to all metals, 
glass, cardboard, lumber, _ building 
stones and blocks, etc. For hot mark- 
ing it is applicable to steel shapes, 
forgings, castings, pipes, billets, etc. 
Marks clearly and permanently at any 
temperature from 300-1200 deg. F. Fur- 
nished in sticks of black, white, red, 
yellow and blue for cold markings; in 
white and yellow for hot markings. 
List price, $1.05 per doz., postpaid, for 
trial packages. Helmer & Staley, 2453 
S. Parkway, Chicago. 


Two-Bladed Jack Knife 





“Streamline”—bevelled “streamline” 
blade and heavy modern handles in 
assorted attractive celluloid and stag 
with both clip and_ spear blades. 
Maker states blades are hand whetted 
t« give a keen cutting edge. Packed 
12 to a box and displayed against a 
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Ave., New York City. 


Humidifier 





Healthaire uses waste heat in the 
flue to humidify the home. It is auto- 
matic in that when the furnace is 
working at maximum, a maximum 
amount of humidity is delivered and 
when the fire is “idling,” less humidity 
is delivered. It may be installed on 
any oil, gas, or coal fired furnace. List 
price, complete for installation, $19.50. 
Rochester Mfg. Co., Rochester, N. Y. 


Clean Up Window Display 


No. 38—46% in. high and 26% in. 
wide, die cut. Body is in form of huge 
paint can, with superimposed represen- 
tation of the interior of a house, with 
painting in progress in different rooms. 
Huge caption, “Clean Up—Paint Up 
Now!” and at bottom, “Fix up, mod- 
ernize, beautify, decorate.” Packed in 
individual carton for mailing or ship- 
ping. Sold on cooperative basis as a 
service to industry. Illustrated  cir- 
cular and price list available. National 
Clean Up and Paint Up Campaign 
Bureau, 2201 New York Ave., N.W., 
Washington, D. C. 


Improved Stove Pipe Elbow 





Reeves Stove Pipe Elbows have been 
improved by placing a _ bend on 
crimped end to prevent pipe or con- 
necting elbow from slipping. Elbows 
have lock seams which the maker 
states prevent collapsing and pulling 
apart; deep corrugations and uniform 
color—no flaked corrugations. All el- 
bows are now die stamped to show 
size and gage. The Reeves Manufac- 
turing Co., Dover, Ohio. 





“Dolly Madison” ice cream freezer 
made in two and four-quart capacities. 
Self-lubricating motor centered on 
streamlined main frame. Gears en- 
cased and run in grease. Underwriters 
approval. Conco Engineering Works, 
Mendota. II. 


Cocktail Set 





Foursome cocktail set consists of six 
pieces. Quart shaker is of chromium, 
with parallel bands of lacquer around 
the top. Goblets are cone-shaped. Tray 
is 9 in. in diameter. List price, $6.90. 
The Everedy Co., Frederick, Md. 


Gulf Electric-Motor Oil 





Maker states it fills the need for a 
heavier and more viscous household oil 
and is especially refined for use on 
small electric motors, from one-eighth 
to ten horsepower, such as are used for 
electric refrigerators, washers, ironers, 
and other electrical household appli- 
ances. Gulf Refining Co., Pittsburgh, 
Pa. 
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WE HOPE 
YOU'RE NOT INTERESTED 
IN LAWN MOWERS 


Rather an odd statement for us to make, so 
please permit us to explain. ~ 





It’s our hope, of course, that you have al- 
ready ordered a full line of mowers from your 
Worthington Salesman, so that, with the excep- 
tion of fill-ins, you are no longer in the market 
for this very important line. 


If you are one of the hundreds of dealers 
who have selected your stock from the wide 
range of Pennsylvania and competitive ma- | 
chines which we handle, your 1936 lawn mower 
worries are over. 


You have the satisfaction of knowing that 
you are “sitting pretty”—that no matter what | 
class of trade you cater to, you will have the | 
mowers they want, at prices they know are 
right. You know Pennsylvania Mowers are 
easier to sell—their reputation is world-wide. 
And for your protection many are supplied | 
under our exclusive brands, such as Forest 
City and Anniversary—famous names all over 
“Worthington Territory.” 


But if you are still “on the fence”’—looking 
for a New Deal, as far as your Lawn Mower 
business is concerned, then let us show you 
how to 


“WIN WITH WORTHINGTON IN 1936°° 


THE GEO. WORTHINGTON CO. 


1829 Cleveland, Ohio 1936 
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Never before has caster selling been made so simple—so 
profitable. From the new Faultless Caster Condensed Line 
you can supply 90% of caster requirements—eliminating 
large stocks, and hence speeding up turnover of your 
invested money. New constructions, interchangeable sock- 
ets and other notable features have made possible this 
simplified selling of a famous caster line. 


Faultless Casters are packaged in an utterly 
different, modern manner—another Fault- 
less innovation! Excellent for display— 
plainly labeled for instant identification— 
encouraging sale of sets instead of single 
casters. And Faultless Casters are known 
everywhere for their smooth rolling and 
swiveling action. 







No wonder dealers have swamped 
us with requests for the New 
Faultless Condensed Line Catalog. 
If you haven’t yours, write now— 
put your Caster selling on a par 
with the best merchandising 
methods used today. 








No. 8459 Double Ball Bear- 
ing household caster with 
2” Ruberex wheel. Popu- 
lar priced. 


ORIGINATORS OF THE SELF-SELLING 
CASTER PACKAGE 


Send for Faultless Condensed Line 
Catalog which shows how casters are 
packaged for easy selling. 


FAULTLESS CASTER CORPORATION 
DEPT. HA-4, EVANSVILLE, INDIANA 


Branches in principal cities. Canadian Factory: Stratford, Ontario. 





Build YOUR Paint 
Department with a 
Definite Plan 


1936 will be a Big Profit Year for 
those who go after business with an 
aggressive plan to get people into 
their stores. 

Martin-Senour’s Paint Retailing 
Plan does just that. It embodies the 
major advertising features which have 
been proved to be effective in arous- 
ing Consumer interest and action. 

Yet—this 1936 Plan is so geared 
that it can be adapted entirely, or in 
part, to your own individual needs. 
And flexible as it is—this plan will 
build business not only in your paint 
department—but also in your house- 
ware, electrical appliance, toy and all 
other departments. 

Why don’t you write today and get 
the details of thie plan which offers 


you a chance to get people into your 
store with advertising that is yours? 


MARTIN-SENOUR COMPANY, Chicago, Ill. 


.\ YOUR OWN 
{gute \ STORE NEWS. 
ee ee \ 





MAIL COUPON TODAY 


MARTIN-SENOUR COMPANY Dept. A 
2520 Quarry Street, Chicago, III. 

Gentlemen: Please send me details about 
your plan. I want to build my Paint Depart- 
ment and make 1936 a Big Profit Year. 


NG cccnsmnitantentianasntennagiiiieies — 


Address. 





City. State 


MARTIN 





SENOUR 


QUALITY PAINTS 
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gations; Standard, herringbone design. | PREFERENCE 


| replacement. The Eclat Rubber Co., 





| Auto Mats 





\ G 


The Sign of Good Seeds 


INCREASE 
YOUR SALES 


WITH 


WOODRUF?F’S 


DEPENDABLE 


Black Beauty Deluxe and Ekla | 
Standard Grade—Available in all-rub- | LAWN SEEDS 
ber and felt-back. Latter sprayed with | 
Latex, said to provide waterproofing; 
| better insulation against noise and | ENJOY 
| fumes; eliminate frayed edges, and pre- | CUSTOMER 


| vent scuffing. Deluxe has deep corru- 


| Double reinforced heel rest panel on 
front compartment types. Three sizes 
of Universal rear compartment mats 
featured for protecting carpet and for 


AND 


DEALER 
PROFITS 


aduntand Write for Our 
Sales Plan 


F. H. WOODRUFF & SONS 
Main Office 
MILFORD, CONN. 
Branches at 


TOLEDO, OHIO BELLEROSE, L. I. 
ATLANTA, GA. SACRAMENTO, CAL. 


Akron, Ohio. 


Fan Floor Stand 














For Dallas Circulator Fan. Base is 
cast iron and finished in black crackle. 
The 2% in. column is 42 in. high and 
of electro-plated bright nickel as is the 
three foot extension shaft. List price, 
$14.50. Dallas Engineering Co., 1115 
Hall St., Dailas, Tex. 









Pecan Sheller 








; A smart-looking fan line 
not only appealing in de 
sign but more serviceable 
than ever—as free from 
noise as modern engineer- 
ing can make fans—a 
a mand volume of air 
‘arther—evenly, smoothly, 
quietly. With Signal Fans 
© a reputation that's 
Toews far and wide for 
quality and service. Write 
now for Signal's new mer 
chandising program. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE. MICHIGAN 
Offices in all principal citses 


—=SiGNAL— 


SILENT 


ak ew 





This sheller is said to rip the shell 
of the nut, keeping the divider intact. 
and without bruising or crushing the 
meat. It is adaptable to all sizes and 
species of nuts, except Black Walnut. 
No. 1, nickle plated, polished and hand 
finished, to retail at $1.75; No. 2, black 
enamel finish, $1.50. Burnham Pecan 
Development Corp., Marble Falls, Tex. 
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RE’S HOWI MAKE) 
FARMER 
MY PROSPECT 


Permanent 





apiece, 





Each sealed tube is 











“How to find prospects for the big-unit, 
fat-profit sales—and to maintain the con- 
tact that builds confidence—had me 
stumped. So I made a feature of the Con- 
tinental line of steel products. Continental 
advertising and sales helps brought farm- 
ers to my store. Continental’s variety of 
every-day farm needs kept them coming. 
Continental quality was just what I 
needed to create confidence. I found pros- 
pects for many other high-unit price items 
and made a lot of sales. 

“Best of all, the Contifental plan of 
economical merchandising, fair margins, 
and volume-building sales promotion 
pays profits of its own—clean, consistent 
profits. With Flame-Sealed Fence and Con- 
tinental’s modern roofing and siding 
sheets for farm improvement, 1936 is 
going to be a big year for me.” 

CONTINENTAL STEEL CORP. 
General Offices: Kokomo, Indiana 
Plants at Canton, Kokomo, and Indianapolis 





AND FARM 
IMPROVEMENT MATERIALS 


IL THIS COUPON FOR PLAN § 


Name.. 


Continental’s merchandising plan is modern 
and has proved a business builder. We invite 
you to look into this now. 


a dime 


Unusual tinting strength. 











r plant. 
and Color Chart is given as part 


at only 





JOBBERS: Write Today for Discounts. 


CLEVELAND, OHIO 


DEALERS: Order from Your Jobber at once. 








BARBED WIRE | 


SHEFFIELD TUBED OIL COLORS > 


do a BIGGER 
SPRING TRADE 


WOODHILL ROAD 
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WIRE 


THE SPECIALTY HOUSE OF TOP VALUES’ 


Nu-Way Liquid Wax, 


ar Floor Cleaner, Crack Filler, Combination 
Vials, Iron Enamel and Iron Cement. 










aint, 





Silver 


STEEL POSTS 


SHEFFIELD Screen Enamel, Cloth Applied Varnish, 
Gold or 


vw Aluminum Enamel, 


an extra 
Cans 


Be Sure You Have a Good Stock of These Profit-Makers, too! 
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Hardware Plays Vital Part in Floods 


(Continued from page 61) 


pany, 21 South Third Street, had 
large demands for plate glass, mate- 
rials for pumping water from cellars 
and disinfectant. This firm sold 
some articles to people hit by the 
flood a little cheaper than they 
would have under ordinary condi- 
tions, wanting to do their share to 
help the distressed. 

“Charles W. Bogar, proprietor of 
Bogar’s Hardware Company, 1400 
North Third Street, said that one 
day during the flood his business 
only amounted to $1.50. Mr. Bogar, 
however, is facing the next few 
weeks with optimism. He is buying 
in large supplies of paints and other 
merchandise that is already bring- 
ing in a number of sales. His Har- 
risburg store was not touched by the 
flood, but the stock of his Steelton 
store, of which he is co-proprietor 
with his son-in-law, Mr. Shipley, was 
badly damaged by flood waters. 
Most of his merchandise had been 
placed upon the counter as a pre- 
caution when the muddy waters ap- 
proached. The effort to save the 
stock was in vain, for his counters 
were covered by more than a foot of 
water. Bogar happily reports that 
his Steelton store is about back in 
shape again. 

“Business at the store of A. E. 
Marzolf, 2294 North Sixth Street, 
has been a trifle better the last sev- 
eral days than it has been for some 
time. Buckets, shovels, mops and 
brushes are selling fast. 

“Candles were sold out during the 
flood when an announcement was 
made that the Pennsylvania Power 
and Light Company would be forced 
to turn off the current, but then the 
concern was not required to cut off 
the power. Flashlights and battery 
supplies were sold out several times, 
almost as quickly as they came into 
the Marzolf store. 

“On Thursday, March 19, S. C. 
Krepps, proprietor of a hardware 
store at 1732 North Sixth Street, 
closed his shop to aid flood victims. 
He hauled refugees and some of 
their belongings to places of safety. 
‘Since the people of Harrisburg are 
not as yet allowed use of water 
for anything but necessities,’ Mr. 
Krepps stated, “it is hard to say just 
what articles will be in greatest de- 
mand, but so far we have had a 
number of calls for mops, buckets 
and disinfectants.’ ” 

One of the worst spots in the 
entire flooded area was Hartford, 
Conn., but fortunately most of the 
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hardware stores were outside the 
flooded area, according to this re- 
port: 

“Merritt Treat, vice - president, 
Clapp & Treat, said the first pre- 
caution was to make arrangements 
for the store to stay open as long 
as it was humanly possible. That 
was not easy, as the water was com- 
ing on at a seven-mile current. How- 
ever, the store did stay open, both 
the large retail store and the adjoin- 
ing warehouse. Their stock of motor 
boats, outboard motors, camping 
equipment, folding tables, cots and 
chairs went very quickly, as did 
gasoline lamps. A new type of sport 
or ‘duck boat,’ featured in the com- 
pany’s recent Sportsman’s Show, was 
in heavy demand. It is small, light 
weight and easily carried and lifted 
by one man, yet perfectly seaworthy 
and able to carry an outboard motor. 
A news reporter obtained one of 
these outfits and used it to cruise 
about the flood area. saving lives and 
getting news. 

“This company’s motor boat main- 
tenance department was kept busy, 
night and day, helping to keep avail- 
able watercraft in service in the 
emergency. All kinds of rubber 
goods, flashlights, rope, lamps, life 
preservers and pumps were sold out. 
Mr. Treat praised the Hartford 
hardware dealers and the dealers of 
nearby towns who rushed extra and 
badly needed supplies so that his 
store could furnish quickly the re- 
quirements of Hartford’s terrified 
people. 

“Most hardware stores published 
in the newspapers telephone num- 
bers where someone connected with 
the store could be reached at any 
hour of the day or night. Nor was 
anyone questioned as to the serious- 
ness of his need. Nor were prices 
out of line. Not a single case of 
profiteering either to the  flood- 
stricken or to the merchants sup- 
plying stores, has been reported. 

“The independent or hardware 
stores had a better chance to serve 
the public than the large depart- 
ment stores which have only a hard- 
ware department, and were better 
able to stay open. Less manpower 
was required, and since there was 
no electricity the problem of lighting 
a smaller store was more easily 
solved. The majority of the business 
went to the small merchant. 

“Tracy Robinson & Co., estab- 
lished in 1830, and located in an 
area which the flood was just mak- 


ing serious inroads upon, specializes 
in mill supplies. Emergency supplies 
were obtainable here, of course. One 
incident, Mr. Norris, secretary and 
assistant treasurer, reports, is amus- 
ing. Some old time horse-and-car- 
riage-era lights for buggies were in 
the window for sale as curiosities. 
No real sale was expected but they 
made an unusual decoration. How 
those lights sold!!! So did bolts, 
nuts, repair tools and construction 
tools! When cleaning up _ began, 
garbage cans, brooms, rakes, shov- 
els, hose, etc., followed suit. 

“In the rehabilitation of manufac- 
turing plants in Hartford, East Hart- 
ford and Wethersfield, which weré 
under water, will need supplies. 
How much must be replaced, how 
much can still be used remains to 
be seen. Tracy Robinson, which 
supplies many of these concerns, an- 
ticipates a lively demand and plans 
to have a supply of stock able to 
withstand such sudden calls. They 
expect, too, business from mills to 
the north of Hartford which have 
been in the Connecticut Valley flood 
area. Plenty of abrasives will be in 
demand. 

“The Bidwell Hardware Company, 
established in 1901, specializing in 
contracting supplies, has already felt 
the effects of rehabilitation. Solution 
of sodium hypochlorite as a disin- 
fectant, and slime remover, new 
lines are already in great demand, 
as no person can re-enter any build- 
ing in the flood area without full 
and proper disinfectant - approval. 
Another new line is cotton waste. 

“At Greenspon’s lamps were car- 
ried by men to other stores out of 
the flood area, however. So was any- 
thing else that Greenspon’s had if 
people could get boats to call for it. 
Due to energy and speed, all the 
stock was kept dry and when the 
waters subsided, trade grew brisk. 
The local broadcasting stations won’t 
soon forget this establishment, for 
lamps were rushed to them from it. 

“Interviews with adjoining small 
town merchants revealed the same 
heroism and courage. The same 
abundant hope for a revival of busi- 
ness as replacement construction 
gets under way. These stores fed 
Hartford stores in innumerable in- 
stances. The Windsor Hardware of 
Windsor, for instance, itself affected 
by the flood, commandeered truck 
and pleasure cars of friends to send 
flashlights, rope, and what-nots to 
the stricken area. Mr. Patterson, 
president of the concern, said farm- 
ers’ tools, ash cans, and everything 
used in a general clean-up have 
moved very fast.” 
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‘1.050 IN PRIZES! 


] IAG Sieeeanee = ENTER THE 1936 FLIT 
—— >. eT a =—SCWINDOW DISPLAY 
CONTEST NOW! 








NOW DOUBLE MOTH BAG OFFER | 
MAKES 1936 TWICE AS IMPORTANT 


Now—more than ever before—a Flit window dis- Liberal Free Goods Deals are on! 
play brings you important extra profits. This year’s See your Flit jobber now! 
double offer means your display has swice as much 
appeal—twice as much selling power! 

Get behind this sensational offer today. You can 
win a big prize and get extra Flit profits, too! 


23,429,000 READERS SEEING THE FLIT PARADE 
IN THESE LEADING MAGAZINES 










Start Selling Flit-for-Moths 
NOW! Moths Know No Season. 


fleas on dogs. A 


FLIT = 


Good House- Cosmopolitan Saturday Evening 
keeping American Post 
Pictorial Review Magazine Ladies’ Home 
ete —— - ournal - 
—* oS” a” DOES HOT STAIN Stanco Distributors, Inc. - 2 Park Ave., WN. Y. 
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BY EDLUND’S GREAT 


Egg Beater DEALY 


Batradiaiina 


THE EDLUND No. 5 


Egg Beater 

9 The Edlund No. 5 is the 
last word in egg beater 
ingenuity. “‘It’s the top” 
—and runs like a top, 


THE DEAL 
Order a 2 Dozen assortment of our Egg 
Beaters from your JOBBER—at regular 
discount. 

YOU RECEIVE FREE 

A striking, practical counter demonstrator 
that invites attention, permits test and , 
promotes rapid sales. 


IN ADDITION YOU RECEIVE 



















with greater speed and Three (3) FREE beaters for your display. These free $ 50 
ease to the operator. samples have a retail value of $1.50. 1 . 
ee ee ALL THIS FOR AN ORDER OF ONLY $6.67 IN FREE 


and center drive action 
eliminate “wobbling” SAMPLES 
and vibration. Women 


a like its smart modern + get 
RETAILS design. This eye value Sood the Coupon to your ve: Aaetles day | 


ee EDLUND COMPANY — I IN Sonos wrsve.d 5:05 oo. be atiehae bees 


MODERN KITCHEN TOOLS Please send one (1) EGG =e advertised by 
BURLINGTON VERMONT 


= FOR YOURS NOW 





EDLUND CO., BURLINGTON, V 
IIIS sro) 6 90 6'5).0) 9 655. 5)9: 9.0 a: 9:uhep wien ona 06 Bravank 
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STANLEY’S 
CROW 
REPELLENT 


PROTECTS SEED CORN 


from Crows, 
Pheasants, 
Blackbirds, 
Larks, andall 
other corn-pull- 
ing birdsand 
animal pests, 
such as Moles, 
Gophers, Wood- 
chucks, Squir- 
rels, etc. 





WRITE FOR COMPLETE INFORMATION 


Manufactured only by 


The Cedar Hill Formulae Co. 


P. O. Box 1129 P 
New Britain, Conn. 
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No. 263 CIRCLE CUTTER 
A Profitable Hardware Item 


MM axes easy work 
of cutting headlights 
or circles in plain or 
plate glass. Metal 
base with rubber mat 
to prevent slipping. 
Graduated steel rod 
and 2 extra wheels. 








Cuts 2” 
To 24” 
Circles 


Rod Scaled 
By 1/16 Inches 


LANDON P. 
SMITH, INC. 


IRVINGTON, N. J., U.S. A. 


GLASS CUTTERS - GLAZIERS’ POINTS - GLASS PLIERS 
TTY KNIVES - WOOD SCRAPERS - LAWN SPRINKLERS 
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The Passing of 
Tom Howell 


(Continued from page 56) 


organization was one of more than 
usual interest, giving lavishly of 








his time and study. He served as 
president of the National Retail 
Hardware Association and his ser- 
vice to that organization was no | 
less vital than the others. 

As in all his work-a-day inter- 
ests, Tom Howell played well. His 
golf was reputable and his son, 
“Billy,” encouraged by him took 
up the game and became State 
champion and was a member of 
the Walker Cup team. His younger 
son, Thomas B., Jr., is also a 
golfer of note. Tom was deeply 
interested in the Boy Scout move- 
ment, a scout master, a member 
of the executive board and presi- 
dent of the Richmond Council 
successively. 

His other affiliations were: Past 
president of the Richmond Retail 
Merchants’ Association, past pres- 
ident of the Kiwanis Club, past 
president of the National Retail 
Hardware Association, past presi- 
dent of the Virginia Retail Hard- 
ware Association, vice-president 
of the Y.M.C.A., member of the 
Masonic Lodge, Westmoreland 
Club, Hermitage Club. He was 
also active in many Richmond 
civic clubs. 

His widow, Elizabeth Nurse | 
Howell, his two sons, William | 
R., of Houston, Texas, and Thomas 
B., Jr., Richmond, and his brother. 

| 


George, also of Richmond, have 
the deep and sihcere sympathy of 
the hardware industry at large. 





Light Out Signal 








Detectalite—enables driver to tell | 
whether or not headlights are operated. 
It is illuminated by rays from head- 
lights filtered through colored reflectors 
and is visible from driver’s seat. Con- 
sists of visor, dome, and refracting lens. 
Made of polished non-corrosive metal, 
attractive chrome plate. Easily and se- 
curely attached. Smail’s Sales Service 
Inc., Warren, R. I. 








THEY PULL—CLINCH—HOLD 





Cadmium Plated—2 Sizes 


SKOTCH FASTENERS 


BEST FOR MAKING ALL 
TYPES OF WOOD JOINTS 





Screens Furniture Toys 
Signs Scenery Boxes 
Glued Joints Repairs 


Manufactured by 
SUPERIOR FASTENER CORP. 
6405 Northwest Hy. 

Chicago, Ill. 







Distr. East of 
Mississippi River 


MICH. 








DISPLAY NEW 
INTRODUCTORY DEAL 
IN YOUR WINDOW AND 

ATTRACT BUYERS 
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Dealers! 


earn *6 O 


per month 


EXTRA 


IN SANDING =, 


MACHINE 
RENTALS 



















MAIL COUPON TODAY 
for 5-day 
FREE TRIAL OFFER 


NO MUSS 
NO DIRT 
NO DUST 





Thousands of Dealers in every state in the Union are win- 
ning new customers and making extra profits with the 
New, Improved SPEED-O-LITE FLOOR SURFACER. 
You don’t have to wait for action. Our complete, result- 
proven advertising material, furnished free with every 
unit, has never failed to bring immediate response from 
old and new customers for rentals. It will repeat for you. 


YOU MAKE TWO PROFITS 


The extra revenue that the SPEED-O-LITE creates is 
only part of the story. Day-by-day records of thousands 


| of dealers prove conclusively that for every dollar a cus- 
| tomer spends for the rental of a SPEED-O-LITE he will 
















A Handsome Return 
on a Small Investment 


Sloane-Blabon Packaged Rugs are a“natural” 
for hardware stores. You merely display a 
few patterns and sell a wide selection of 
patterns from wall charts. Orders are filled 
from our Distributor’s warehouse. Patterns 
are fresh and colorful—easy to sell—plenty 
of sizes for customers to choose from, Rugs 
come in cardboard tubes. When you make a 
sale, simply ship rug to customer—from your 
own or our Distributor’s stock. Two types of 
rugs are available: Linoflor Rugs —“Genu- 
ine Inlaid” marbleized patterns; Felt-Base 
Rugs (2 grades) —high quality, low-priced. 
Send for color cards and name of nearest 
Distributor. W. & J. Sloane, Selling Agents 
Division, 295 Fifth Avenue, New York. ¢ 
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spend another dollar for sandpaper and floor finishing 
material. Inventory is quickly turned into dollars. 


ACCEPT OUR FREE TRIAL OFFER TODAY! 


1936 will make history for remodeling and modernizing. 
In the next few months—thousands of floors—many right 
in your community—will be refinished. Will you rent 
the sander—will you make the profit? With our complete 
merchandising plan behind you—you cannot fail. 

Mail the coupon below TODAY—and prove this to your- 
self AT OUR RISK. 


SPEED()LITE 


The SPEED-O-LITE is light in weight (80 lbs.). It 
works right up to the quarter-round. Collects dust per- 
fectly and is guaranteed for one year INCLUDING 
MOTOR. Sturdily built for rental service—ball-bearing 
construction throughout. 


sese MAIL COUPON TODAY=aas 
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Thousands Attracted to Town 
by Big Bicycle Race Day 


ERCHANTS _ everywhere 
have the means to stimu- 
late local business and 


increase buying on the part of the 
public. It requires a little coop- 
eration and planning to build up 
interest in local events and to 
make the fullest use of them for 
better business and reflected pros- 
perity for all. Rapidly circulat- 
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Griswold, Iowa, merchants culminate five 
months’ sales-building program with gala 
day for youngsters 


ing dollars are the hardest work- 
ing and most productive, and 
more merchants than ever have 
seen the wisdom of planning to- 
gether to keep money “going 
around and around.” 

Griswold, lowa, is fairly repre- 
sentative of hundreds of agricul- 
tural communities in the nation’s 
great corn belt. Merchandising 
problems in this town are tied up 
in the endeavor to keep farmer 
trade flowing to the merchants of 
the community. A. J. Danz, pres- 
ident of the Greater Griswold 
Club, carried through a program 
for Griswold that lasted through 


The races at Griswold, lowa, were held 
on the main business street. Left: Two 
youngsters who entertained thousands. 
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No. 7169 "UNION" 
Light Weight Fly Reel 


Fishing Tackle Worth Selling— 


“UNION” Fishing Rods and Reels 
show more real value for the 
money than most fishermen expect. 
Their beautiful finish does full jus- 
: tice to their splendid construction. 
The “UNION” Line is in great de- 
mand because it completely satis- 
fies every customer. Note details 
about some of the most profitable 
sellers. 


“UNION” Fishing Rods 


No. 4961—One piece seamless tubular steel 
casting rod with detachable full polished 
aluminum die cast offset double grip. A 





No. beautiful rod. 1 in a partitioned khaki 

4961 bag. Lengths 4, 4% and 5 ft. 
5 No. 55-970—Flame tempered split bambo 
surf casting rod with detachable hickory 


spring butt. Hand grasps Zebra finished, 
nickel silver mountings, full Tarpon plate 
with positive screw locking reel seat and 
retrieving collar. Unusually distinctive. 
In a partitioned khaki bag. Tip lengths 6 
and 6% ft. 


No. 4969—One piece seamless tubular steel 
fresh water trolling, or light weight salt 
water weakfish rod. Has 18 in. detach- 
able double grip handle, with nickel silver 
positive screw locking reel seat with re- 
trieving collar, tapered pockets and flat 
butt cap. Beautifully wound and sheathed. 
An aristocrat of fishing rods. In a parti- 
tioned khaki bag. Lengths 5 ft. 2 in. or 
5 ft. 6 in. overall. 


No. 55-825—Split bamboo junior surf rod 
with one piece flame tempered tip with 
| Zebra finished forward grasp. Has de- 
| tachable 21 in. wood grip. Zebra finished 


with rubber button. A very popular rod. 


Tip lengths 5, 5%, 6 and 6% ft. 
No. 55-970 


“UNION” Fishing Reels 


No. 7169—Sturdy lightweight fly reel — 
made of Duralumin. Has hardened steel 
ring line guide, and permanent click, with 
three adjustable wearing points. Open 
plate construction. Removable spool. Black 


finish. Cap. 75 yds. also in 50 yds. cap. 
1 in box. No. 7159 same reel in 50 yds. cap. 
No. 7205—High quality quadruple multi- 


Fancy knurlings. Double crank with red 
handles. Strong click. Cap. 60-80 yds. 1 
in box. 





plying reel. Bright nickel plated finish. 

Ask your Jobber. Send for Cat. No. 17. 
(REWER ew 
HARDWARE COMPANY 


STABLISHEO 1654 


saol-1-11 ‘ich ae) Mitetol <1 F 


NEW YORK OFFICE IS|' CHAMBERS STREET 


No. 7205 "UNION" 
Level Winding Reel 
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TEAMMATES 


Two good names make 
sales quicker than one— 
when the progressive 
dealer links his name 
with Columbia. 


Columbia lines fit 
every need, at all prices, 
for quality bicycles. 
Brilliant finishes, special 
equipment features, and 
traditional quality make 
Columbias sell easier. 


Act at once to get the 
facts about the new 
Columbia franchise. 


BICYCLES 


THE WESTFIELD 
MFG. CO. 
Westfield, Mass. 


116 











These photos of the Griswold, Iowa, Bicycle Race Day indicate the keen interest 


five months, culminating in a day 
of festivites in which the bicycle 
played the central part, attracting 
several thousand visitors to town. 
A luncheon was held, all the 
merchants of Griswold were in- 
vited to attend and about ninety- 
five responded. Ideas were ad- 
vanced and discussed and a plan 
for the five months’ program 
adopted, aiming at the improve- 
ment of trade in general and 
wound up with a day of free en- 
tertainment for the people of the 
trade area. Each week found the 
merchants putting on special sales 
on Wednesdays—sales events that 
were well advertised by direct 
mailings to every home, farm and 
town; newspaper space that was 
increased for the events, and hand- 
bills carefully distributed. 
Somewhere near the half-way 
mark of the five-months program 





taken by public and contestants alike. 


a “Style Show and Industrial Ex- 
hibit” was held in a dance hall 
on the main street. This show 
lasted an entire week, due to the 
enthusiasm of the public, although 
it was scheduled for only three 
days. Effective booths and displays 
brought the visitors a clearer pic- 
ture of the merchandise sold by 
Griswold dealers than they ever 
had before. Electric refrigerators, 
cooking stoves, home lighting 
plants, house heating systems and 
many electrical appliances of na- 
tionally - known manufacturers 
were effectively displayed and 
demonstrated for the visitors. For 
an hour every evening the clothing 
and women’s wear dealers staged 
a style show of the newest arrivals 
in their stocks. All the members 
of the club were unanimous in 
their praise of the effectiveness of 
the week’s show in creating inter- 
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EMPHATIC IN ITS 
SALES APPEAL 


The experience of Shelby dealers has 
established this fact—youngsters and 
adults alike are finding in the new 
Shelby Airflow the logical answer to 
their natural desire for modern design 
in the bicycle they want to buy. Once 
you have shown them your 
display of Shelby Streamlined 
bikes there is small chance of 
anyone spoiling your sale by 
offering them an old style 
Write for full details 
of the profitable Shelby line. 


The Shelby Cycle Co. 
110 Mack Ave., Shelby, Ohio 


Western office and Assembly plant 
. Les Angeles Street 
Los Angeles, Cal. 





























Southern Hardware Jobbers Association 
American Hardware Manufacturers Association 


in joint convention 


HOTEL 
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We Welcome You Back to Memphis— 


April 20th 


PEABODY 


“The South’s Finest—One of America’s Best” 


F. R. Schutt 
Vice Pres. & Gen’l Mgr. 
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Kadette Battery Radio 
Model 400 


heterodyne, four tubes. Portable 





118 


est for potential purchases and 
the actual sales effected by sen- 


of 


sible and easy comparison 
products. 

As a means of stimulating in- 
terest in the hardware stores, the 
ever-growing popularity of the bi- 
cycle was employed to attract the 
spenders through the medium of 
the younger generation. A special 
committee had the responsibility 
of working out the events of the 
climaxing Bicycle Race Day and 
these men, regardless of their re- 
lation to the hardware business 
put their whole enthusiasm and 
efforts into making the day one of 
pleasure and entertainment to the 
large crowds that attended. 

The afternoon of Bicycle Race 
Day saw a record crowd of ap- 
proximately three thousand peo- 
ple swarm to town to enjoy the 





program of snappy events. Local 
boys and girls as well as those 
from farms in the county were 
entered in the races conducted 
along the business blocks of the 
main street, from which the auto- 
mobiles were temporarily barred. 
Great enthusiasm was displayed 
by the crowds as the racers sped 
around the corners on long and 
short contests. Frantic pedaling 
of the contestants to win kept the 
crowd thrilled and cheering for 
them. One of the most enjoyable 
and laughable events of the after- 
noon was a close race between a 
five-year-old boy and girl on tri- 
cycles. 

The awards of the afternoon 
were a satisfying climax and aided 
greatly in building new and en- 
thusiastic interest in cycling. 

Aside from the fact that the long 





campaign brought real cash into 
the tills of Griswold merchants, it 
demonstrated that the small town 
has a definite and genuine mission 
in supplying the entertainment 
needs of its agricultural areas. In 
this case the broadmindedness of 
several individuals conceived the 
idea of aiding merchants who sold 
hardware or farm kitchen needs. 
washing machines, electrical ap- 
pliances or the hundreds of things 
a modern farm home needs in or- 
der to attract and hold farmer 
attention to the stores in the town 
in general. And they carried out 
the idea by reaching the consum- 
er’s pocketbook through the hopes 
and desires of son and daughter. 

During the campaign the club 
held a monthly luncheon at which 
reports on the general progress of 
the campaign were made and an 
opportunity given for the airing 
and ironing out of difficulties. 
These luncheons brought about 
more friendly relations between 
the merchants, who formerly had 
been going their individual ways. 

In commenting on the general 
good impression on the town as 
well as the consuming public, 
Mr. Danz said with emphasis: 
“The whole five months’ campaign 
and the Bicycle Day Race has 
been the most constructive thing, 
in a friendly but business-like 
way, ever done by the merchants 
of this good old Iowa town to 
hold trade and to bring new busi- 
ness to the community.” 





aerial attached and self- 
contained batteries—v, 144 volt 
ignition dry cells and three “B” 
Equipped with Inter- 
Battery Saver. Has 
newly designed Perm-O- Flux 
dynamic speaker; standard 
broadcast and short wave bands; 
walnut cabinet. International 
Radio Corp., Ann Arbor, Mich. 


with 
- dynamic super- 


batteries. 
1 national 


Wood, Fabric 
Preservative 

Cuprinol — liquid containing 
organo-metallic salts which pen- 
etrate fibre of wood and fabric, 
giving a protective coating, said 
to be insoluble in water and 
non-volatile. Maker states it acts 
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like a priming coat under paint 
and gives complete and perma- 
nent protection against rot; also 
against termites and insects. Ap- 
plied with brush, spray gun, or 
Suggested 


by dipping. retail 





STOP-LooK: 


Tmares = CUPRINOL 





aor wooo 
wood PRESERVATIVE 


cupRinol can tan 









selling price, 75c in pint cans 
(minimum 12 cans); quart cans, 
$1.15 (minimum 6 cans); gal- 


lon cans, $3.60 (minimum 3 
cans). Cuprinol, Inc., 1190 
Adams St., Boston, Mass. 
Independent Lock 
Catalog 

No. 11—200 pages, 8%x11 


in., features a complete line of 
key blanks, pad-locks of every 


type, cylinder rim night latches, 
dead locks, special type mortise 


locks; cabinet locks; door clos- 
screen closers. Also 
replacement 
parts, locksmith supplies and 
key cutting machines. Indepen- 
dent Lock Co., Fitchburg, Mass. 


ers and 


complete line of 
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INCREASE YOUR SALES WITH 


ROADMASTER 
© BICYCLES 


Here’s How! — Offer to the consumer a bi- 
cycle line that has EVERYTHING. . beauty... 
durability ... ultra-modern design. . . fine con- 
struction...economy... smooth handling. Then, 
watch your sales mount! 
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a\ Pergec: BICYCLE! 











When you stock Roadmaster bicycles you 
receive prompt and efficient service plus 
prices that are right for volume and profit. 


















Inspect these bicycles and you will agree that 
the Roadmaster line offers you—the PERFECT 
Bicycle. 

WRITE FOR FULL 






INFORMATION 





















Build NEW Trade 


with BICYCLE TRAILER Delivery 


If you are a live, wide awake hardware 

dealer, you will instantly recognize this new ad 
Musselman bicycle trailer as the finest 
trade and profit builder you could possibly 
use. Now you can ntl deliveries any- 
where in your city without extra charge. 





Increase your sales 


° e All steel construc- , SE se 
and profits with tion e 
Nationally Known ing. Masieiman ‘Boe, | 
nut Cord Tires and 
Wheels 
Hauls up to 400 Ibs. 
« s0ldSmith with easy pedaling © 
SPORTS EQUIPMENT Helps you to get new trade, as well as more business from 
your old trade, because delivery service means something 
BASEBALL today. Furthermore, you can profitably retail the Mussel- 
SOFT BALL man Liepele trailer to —— grocery stores, ice cream 
TENNIS parlors and scores of other retailers who can use this 


delivery vehicle just as advantageously as you can. Right 
GOLF now is the time to get started. Order direct from your 
jobber or write for literature and discounts today. 


Catalogue sent on request 


HE PB. G LDSMITH SONS, INC MUSSELMAN PRODUCTS co. 


STS. CINCINNATI, OHIO U.S.A 


VOHN E€ FINDLA 


6242-D St. Clair Ave., Cleveland, Ohio 
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Letters to the Editor 


(Continued from page 52) 


chandise. Undoubtedly the manu- 
facturers have troubles all their 
own; however, it occurs to me this 
could be accomplished in an inex- 
pensive way by having small-sized 
stickers printed indicating size or 
capacity, which could easily be 
pasted en the containers. I have 
suggested this idea to several job- 
bers and manufacturers’ salesmen, 
and they think the idea is practical 


and would prove helpful. 

It is interesting to read the many 
instructive and helpful articles that 
appear in your publication from 
time to time; the quick and efficient 
service you render to the hardware 
industry in all its various branches 
I am sure is greatly appreciated by 
them. 

ALBERT C. HOFFMAN, 
Sam S. Nave Hardware Co. 


“I’m Leaving the Hardware Business” 


PHILADELPHIA, Pa.—I’m_ leaving 
the retail hardware business, not by 
the increasingly popular auction 
route, but just leaving it to someone 
else, and with a puzzled wonder and 
admiration for those remaining 
there. Surely one can have nothing 
but admiration for men who work 
ten to fifteen hours a day ekeing out 
a livelihood so that Henry Brown can 
conveniently get his lock set for 37 
cents (grudgingly, for he insists he 
can buy it for 33 cents), and spend 
countless hours outwitting suppliers’ 
salesmen to obtain the locks for 
$3.75 a dozen. Wonder, too, that such 
a large group of men, representing 
the combined experience of millions 
of sales. backed by a million dol- 
lars of combined assets in this city 
alone, continue to see the mote in 
their competitor’s eye, oblivious or 
unwilling to see the bridges to profit 
being built right over their heads 
by other progressive retail organiza- 
tions. Purchasing from jobbers and 
manufacturers who consistently sell 
around them to consumers § and 
chains, at prices so flexible as to 
make cach purchase a matter for 
scrutiny. each having jealously 
guarded buying advantages mean- 
inglessly insignificant to unused co- 
operative buying possibilities. 

The phone book lists 357 of these 
rugged individualists in our fair 
city, and only one, the only consis- 
tent advertiser, known generally 
outside his own neighborhood! The 
reports on last year’s sales now 
being heard show sales increasing 
and profits declining—one jobber’s 
salesman revising his last year’s 
estimate of 30 down to 20 stores in 
the city now able to discount their 
bills! 

Cooperative advertising? They 
approve of it—good thing—mostly 

but it does cost a lot of money— 
and their competitor must be left 
out—positively. So all efforts to 
that end have failed. And all the 
while, auto supply chains, national 
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and local drug chains, national and 
local grocery chains, paint chains, 
mail order stores, and newest, giant 
markets, are walking off with their 
markets. 

Jobbers to the rescue? The mouse 
one has labored to bring forth is 
worthless to anyone but themselves. 

Deliveries, credits, clerks, dis- 
plays. charities. government, adver- 
tising. prices, monotonous salesmen 





and cantankerous customers plague 
them night and day, and they go 


right on, generously ignoring a 
profit motive even Mr. Roosevelt 
might approve! 

Perhaps one could laugh at the 
city hardware association with it: 
large-scale resolutions, small atten- 
dance, and purely social entertain- 
ment goals. Perhaps envy their en- 
thusiasm at convention week (ii 
they can leave “the wife” home). 
But it al] seems to sum up to three 
avenues of escape. The first, build. 
ing up to a successful failure, one 
of the ways to really make money 
in hardware, I am afraid, will be 
handicapped by a change in the 
bankruptcy laws; the second, con- 
tinuing working night and day for 
five more years to obtain the money 
necessary for entrance to the sani- 
tarium then necessary, doesn’t ap- 
peal to me; so I’m taking the third 

-I'm leaving the retail hardware 
business. 

E. Scuemp, Jr., 
Schemp & Co. 


Tributes to N. A. Gladding 


TexarKANaA, Ark.—“E. C. Atkins 
& Company’s local man, Mr. Mathis. 
told me yesterday that our dear 
friend, Gus Gladding, had passed 
on. I don’t know when I have had 
anything to shock me quite so much. 
It is just another prince gone to his 
final reward. For, really, Gus was 
a prince in every sense of the word 
and a man that not only you and I, 
but hundreds and thousands of 
others, are going to miss. I know 
you. too, are deeply affected, but 
there is nothing either of us can do 
about it.” 

F. E. Parr, President, 
Buhrman-Pharr Hdw. Co. 


Wueetinc, W. Va.—The tributes 
to N. A. Gladding carried in Harp- 
WARE AGE March 26 are as beauti- 
ful as deserved. 

It was not my good fortune to 
meet Gus as often as some of his 
other friends but from the time I 
first met him, possibly thirty-five 
years since, there had been a bond 
of friendship which was kept alive 


and fresh by all too infrequent 
meetings—but in between many, 


many friendly characteristic letters. 

No one could be very long in any 
gathering where Gus was present 
without becoming aware that here 
was a lovable, wholesome individual 
of unusual personality and with a 
kindly, sincere interest in every- 
body. .He was in fact a prince—one 
of God’s noblemen and while we 


will gaze on the physical man no 
more, yet 

“He lives with God—he is not 

dead!” 
He has sailed beyond the setting 
sun where faith has been changed 
to sight. 

He was loaned to us, so to speak. 
and the memory of his unselfish life 
will ever remain green—a cherished 
heritage that even death can not rob 
us of. 

W. F. Kennepy, Jr., President, 

Ott-Heiskell Co. 


Mosite, Fra.—The passing of 
dear old Gus is a great shock to me 
as I know it is to you. 

He visited with me the third week 
in February and we spent several 
hours together talking over old 
friends and old times. At that time 
I did not think Gus looked quite as 
well as usual, but he did not com- 
plain and seemed to be in very good 
spirit. 

He will be greatly missed by all 
of us. A convention won’t seem the 
same without dear old Gus. 

I wish it were possible for me to 
attend the funeral tomorrow in In- 
dianapolis, but circumstances are 
such that it is impossible for me to 
leave Mobile at this time. 

With very best personal regards, 

Yours very truly, 
Mark Lyons, President, 
McGowan-Lyons Hdw. & 

Supply Co. 
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For Preserving 
Trellises, Fence Posts, 
Tool Sheds, Wharves, 
Boat Hulls, etc., against 


Decay and Termites 


CUPRINOL offers a wide range of new business. 
It does not replace paint, but serves as a priming 
coat to give wood permanent protection against 
wet and dry rot, fungus and insects. (Proven by 20 
years use in Europe.) 


CUPRINOL 


REG. U. S. PAT. OFF. 
"“CUPRINOL for WOOD" is offered in colorless or green. The 


"green" is desirable as a quick visible means of assurance 

that the wood is completely covered. "Clear" is desirable 

under varnish or stains. Apply by brush, spray gun, or 

dipping. 

In pint cans at 75 cts., 12 in display cartons, $9.00 less 

33 1/3%; in quart cans at $1.15, six to a carton, $6.90 less 
33 1/3%. Also "Cuprinol for Canvas," clear 
only, same quantities. and prices. 


Through Your Wholesaler 













Inc. 


CUPRINOL, 


CuUprinov 
1190 Adams St. 


REG. U. 8. PAT. OFF. 


Boston, Mass. 
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SPRING HINGES. 
Quality Plus 


In the “Relax” Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
pays to sell the ‘‘Relax”’ 
because satisfied cus- 
tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 
Send for Catalogue H 47. 





Relax 
Type 6001 
Spring Pivot-Hinge 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
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HOLTITE 


STOVE BOLTS 


Stock the complete Holtite line 
NUTS » SCREWS + RODS 
BOLTS - 


,"THREAD-FORMING" SCREWS 
for fastening sheet metal 


WASHERS »* RIVETS 


Sold through 
Hardware / 


Jobbers 


4 


CONTINENTAL SCREW Co. 


SOUTHERN BRANCH 
1421! Fort Street 
Chattanooga, Tenn. 


Office @ Factory 
NEW BEDFORD 


Massachusetts 


WESTERN BRANCH 
6529 Russell Street 
Detroit, Michigan 


STOKER LINE 


priced to compete 
in the small-home market 


Phenomenal acceptance of our 
1935 automatic coal stokers 
has created a business volume 
that, with new cost-reducing 
machinery, enables us to an- 
nounce drastically lower prices 
for 1936... . on regular pre- 
cision-built Link-Belt models, 
with new exclusive engineer- 
ing features added. The line 
is complete: domestic to 300 
H. P. 


Backed by a world famous, 
$18,000,000, AAAA1 rated 
company, 60 years in business, 
is an effective merchandising 
program that includes: 


—direct factory financing on a 
new 5% plan. 
—floor plan for 

stokers. 

—advertising, promotion, 
sales and engineering assist- 
ance. 

—participation in local ad- 
vertising. 

—national advertising on 
stokers ; the company’s prod- 
ucts advertised in more than 
100 trade papers. 

—traveling representatives to 
help the dealer train men, 
survey jobs and close sales. 

Write for literature and deal- 

er plan; we will advise you 

if your territory is still unas- 
signed. 


display 


LINK-BELT COMPANY 


Stoker Division 


2410 W. 18th St., Chicago. 

































—that the merchandise 
in your store is always 
fresh and in good con- 
dition. How? Just... 


POINT OUT THE “DATE- 
LINE” WHEN YOU SELL 
“EVEREADY” BATTERIES 


“EVEREADY” 
BATTERIES 
ARE FRESH> 
BATTERIES 


EXT 
LONG 
BATT 


s 
NATIONAL CA 








GOING OVER BIG! 


Yes, Sir, POLLYWADS Polishing 
Papers are headed straight for 
sales records. They move soon as 
displayed. Finest polishing papers 
ever for polishing ALL metals, as 
well as Windows, Windshields, 
Mirrors, etc. Absolutely safe. 
These new chemically treated 
papers won't harm hands or 
metals—nor scratch finest plating. 


Cellophane wrapped, ten polishing 
papers in striking Red and Blue 
package to retail readily at 10 cts. 
Housewives, autoists — all who 
polish want them. Steady repeat- 
ers. Packed 24 packages in DISP. 
CARTON. Write for SAMPLES 
and our Sales Promotional Plan 
No. 1 Using Demonstrations. 


PADCO. INC. 


480 LEXINGTON AVE. 
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How's Business? 


(Continued from page 82) 


000 of them; at $75,000 up, 140,000; 
at $10,000 up, 400,000. The remain- 
ing 1,400,000 have less than $10.- 
000 capital, according to The Ethyl 
News. Of the two million, 504,080 
corporations and 414,881 partner- 
ships reported on incomes to the 
Government in 1933. Of the cor- 
porations, 109,786 reported net in- 
comes of three billion dollars; 337- 
056 reported deficits of five and a 
half billion dollars, while the re- 
mainder showed no income. The 
total tax paid was $423,068,134. The 
total assets of the reporting corpo- 
rations were 268 billion dollars. 


* * * 


The hardware trade is plan- 
ning for the largest volume in six 
years, according to a survey recently 
issued by Dun & Bradstreet, Inc. 
The report says in part: “Encour- 
aged by the expanding demand in 
1935, which lifted production by 20 
to 30 per cent and retail sales by 
10 to 15 per cent from the 1934 
volume, preparations have been 
made for further progress in 1936. 
Following an increase of 14.2 per 
cent which brought net sales of 
hardware wholesalers proper in 1934 
to $450,000,000 from the Bureau of 
the Census total of $394,180,000 in 
1933, a gain of 10 per cent carried 
the estimated 1935 volume to $495.- 
000,000. For 1936, trade calculations 
have advanced this to $594,000,000. 
or larger by 20 per cent than in 
1935. Even if this total be reached. 
however, it still would be 31.4 per 
cent under the Census figures of 
$866,158,000 for 1929. Neither all 
localities nor all lines have shared 
alike in the recovery experienced 
since the fall of 1933. The steadi- 
ness of prices, however, the new low 
touched by failures, and the more 
aggressive sales policies adopted by 
retailers are indicative of the re- 
newed confidence which has spread 
to all divisions.” 

* *& # 

Flood conditions in the East, 
during the March 21 week, and the 
seasonal drop in coal traffic, caused 
a decline in freight loadings, both 
from the preceding week and from 
the corresponding 1935 period. The 
total of 566,808 cars was 40,370 
cars less than a year ago, the first 
such loss since last autumn. From 
the beginning of 1936 to March 21, 
inclusive, the total freight move- 
ment was 7,306,727 cars, compared 
with 6.888,398 in the corresponding 
period of last year, and 6.954,978 
two years ago. 




















SHERMAN 


Hose Nozzles— 
The Complete Line 


The SHERMAN 
line includes the 
SHERMAN Gold 
Label, Battle Creek, 
Diamond and Brass 
King Hose Nozzles. 
Meet every require- 
ment— 


From the Finest 
To the 
Lowest 
Priced 
Each nozzle with 
spray, straight 





stream or shut-off, 
and represents the 
best value obtain- 
able at the price. 
All popular sellers. 
Sold through Jobbers 
H. B. Sherman 
Manufacturing Co. 
Battle Creek, Mich. 





4 Y? 
The big steel balls 


nated 4-Mial-tai Meal’ lcci t-] ae 


D. P. HARRIS HDW. & MFG. CO., INC. 
D. P. HARRIS BLDG., NEW YORK, N. Y. 





HARDWARE AGE 






































ani defen: 


-. we'll go to work! 


So say all who PAINT ¢ they’re out of © and out 
for BRUSHES! @ Thoughts of Baker Quality persist © 
Baker Brush Dispensers SHOUT from store counters 
e make self-sales ¢ cut selling detail. Baker Policy 
fits YOUR profit ideals ¢ Baker trademarks 

keep your trade Quality-minded. 


@ THESE are REASONS WHY 
Brushes by Baker are 
Fundamentally yours 


baker br ush CO. inc 


87 GRAND STREET 





Flat JOBBER 
HAS 


thin 


ORDER ela 


This Item has been greatly improved and Is packed in a Cellophane bag. it | 
of the most Id accessor 


attractive jes on the market and is nationally advertised 
te ever 16 million familie each month. Order teday from your jobber or write direct 


for sample and price list. 


METAL SPONGE SALES CORP., Philadelphia 
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DOES THE WORK OF 3 TOOLS 





























Gros Raver 


The Super-Sickle 
Edged With Razor Blades 


Actually shaves grass with little or 
no effort. Replaces ordinary Sic- 
kles, Clippers and Lawn Shears. 
Made of Pressed Steel—very dura- 
ble. Uses any Double- 
Edged Razor Blades. No 
resharpening cost. There’s 





i Retails 
a great demand for this at $1.00 
New Tool. If your Jobber Complete 
cannot supply — order di- with 
rect, but please try your Blades 
Jobber first. 
Gros Raver C0. aren 


920 Ames Bldg. Boston, Mass. 

















SHALLOW 
My Uniflow Sales increased WELL PUMPS 
50% in 1935 over 1934—1936 
looks even better. You too 
can make good profits with 


Uniflow’s “Big 12” line. 


DEEP WELL 
PUMPS 
SEPTIC 
Each sale paves the way for TANKS 
the sale of other guaranteed 


Uniflow Products. CELLAR 
A DRAINERS 














WATER 
The average Uniflow SOFTENERS 


eng at 
Look over this diver- KLARIFIER 
sified list of lively 


products and vou'll 
want the chance to Mmmel@ialsasleay, |) 
COMMERCIAL 


handle them in your 
REFRIGERATION 


locality. Grow with 
Uniflow. 
Write for details WATER 
today. COOLERS 
MILK COOLERS 
BOTTLE 
COOLERS 


DRAUGHT BEER 
COOLERS 
BEER PUMPS 


UNIFLOW MFG. CO., ERIE, PA. 
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The Senegambian In the Woodpile 


(Continued from page 50) 


paid one cent of taxes since he has 
been in this country. All of his 
income except actual living ex- 
penses—rent, food and clothing, 
is net profit. And this is not an 
exceptional case. There are thou- 
sands of men in our county mak- 
ing good wages who never think 
of paying taxes, although they 
vote taxes on their neighbors. 
They are parasites who are will- 
ing for the man who owns prop- 
erty, the man who is spending 
money on his property and build- 
ing up the value of real estate in 
our county, to carry them along 
free, gratis for nothing. 


Taxpayers Organize 


But here is the point of my 
story. The taxpayers in our 
county, tired of constantly increas- 
ing taxes, have finally formed the 
Westchester County Taxpayers As- 
sociation, Inc., and here are some 
extracts taken verbatim from the 
report of the president. One item 
on this report made me laugh. You 
certainly have to take off your hats 
to them for their nerve! “The 
office of the American Legion is 
being maintained at the expense 
of the taxpayers of Westchester 
County.” Think of it! They fix 
it up with the politicians to have 
their offices and office help free 
of charge, at the expense of the 
taxpayers. No doubt from this 
office, paid for by the taxpayers, 
they helped put over the recent 
bonus legislation. 

Here are some of the things 
boiled down in as few words as 
possible that the Westchester 
County Taxpayers Association 
have done and recommended: 

Membership in this association 
is now 8000. After establishing 
the office and organizing, the first 
step was to hire expert account- 
ants to go over the county rec- 
ords and then make a report indi- 
cating what Westchester County 
government was costing the tax- 
payers. It was found the cost of 
certain departments was appall- 
ing. The politicians, working 
with the officials they had elected, 
had helped themselves out of the 
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taxpayers’ money, through the 
control of letting of contracts for 
public buildings, roads, sewers 
and other improvements. The as- 
sociation handled this situation by 
publishing pamphlets giving the 
facts, and also by publishing the 
story in the county newspapers. 
They pointed out the absolute 
necessity for a new form of county 
government which would be efh- 
cient and economical. 

A survey was made of the tax- 
exempt property in the county, as 
well as the cost of education. They 
next insisted that the officials of 
the county prepare and issue a 
taxpayers’ quarterly financial 
statement. With this quarterly 
statement, the taxpayer, if he will 
take the trouble, can check up 
with the budget and see clearly 
where the money is being spent. 
The association also demanded 
that the county budget be prepared 
and made public sixty days prior 
to its adoption. Jt was the cus- 
tom of the former officials to pub- 
lish the budget around the 22nd 
of December and have it adopted 
on the 29th of December. The 
Christmas holidays, of course, 
would be a good time for the tax- 
payer to study the budget. 


Locating the Costs 


The association demanded that 
the expenditures on this budget 
be allocated to each and every de- 
partment to which they belong. In 
other words, the taxpayers of the 
county request that the budget be 
gotten up to show at a glance what 
each department of the govern- 
ment is costing, and in detail. 

Another dodge that the poli- 
ticians put over in the past was 
to announce public meetings for 
9.30 in the morning, when, of 
course, the taxpayers, who were at 
work trying to make a living to 
get money to pay their taxes, were 
not available. The association de- 
manded that these public hearings 
be held in the evening when all 
taxpayers interested could be pres- 
ent. 

One of the rackets of the old 
political regime was to have a lot 


of part-time jobs. The associa- 
tion demanded that all jobs be 
full time. In other words, that 
employees of the county put in a 
full day’s work. They also in- 
sisted that no vacations be longer 
than two weeks with pay. It was 
found that under the old system 
vacations with pay had been ex- 
ceedingly elastic. 

The association recommended 
the abolition of the recreation de- 
partment inasmuch as this depart- 
ment was not a necessary function 
of government. It was a fine 
thing when the county was almost 
broke, because of large county ex- 
penses and interest on bonds to 
have a recreation department cost- 
ing $60,000 a year. 


“Welfare” 


Then there was the welfare de- 
partment. It was found that this 
department was crowded with em- 
ployees drawing salaries and prac- 
tically doing no work at all. This 
department is now under investi- 
gation. 

These investigations by the as- 
sociation have been under way 
only a short time, but the savings 
in several of the departments 
amount to more than one million 
dollars a year. 

The subject of tax-exempt prop- 
erty in our county is excessively 
interesting, to say the least. The 
total is approximately 325 million 
dollars and included in _ this 
amount are private schools, ceme- 
teries, vacant properties, etc., ob- 
viously being held for speculative 
purposes under the guise of per- 
forming a charity. It is a case of, 
“if I tickle you by being blind to 
property exemptions, will you 
tickle me by electing the people I 
select for officers and jobholders.” 

But space prevents my going 
any further. If you are interested 
and would like to read the report, 
send stamps to E. M. Allen. Pres- 
ident, Peoples National Bank 
Building, 31 Mamaroneck Ave., 
White Plains, New York, and he 
will be glad to send you a copy. 
A careful study of this report will 
indicate to you where to look for 
the Senegambian who now seems 
to infest the financial woodpile in 
almost every county in the United 
States. 


HARDWARE AGE 













































SPRING SHOOTERS WANT 


HOPPE’S No. 9 








Sell every spring pur- 
chaser of ammunition— 
every buyer of a gun 
—this famous gun-bore 
protector—Hoppe’s No. 9. 
It is the standard prepa- 
ration to remove leading, 
metal fouling, all resi- 
due, from gun bores and 
prevent rust. 

Just as quickly you'll 
make a companion sale 
to each shooter of 





HOPPE’S Cleaning Patches 
that make cleaning so easy. Correctly 
size-cut soft, new, dust-free canton 
flannel. Five round sizes, besides 
144”x1'4” square and 1”x7” oblong (for shotguns). 
And sell each shooter 


HOPPE’S Lubricating OIL 
Needed, too, for the gun’s working parts. Pure, light, penetrating, will 
not gum. Also cleans and polishes. Fine for fishing reels, home work- 
shop tools, vacuum cleaners, children’s bikes, scooters, etc.—countless 
home uses and a popular seller. 


Increase your spring profits by easy sales of these often-needed Hoppe 
items. Your Jobber will fill your order quickly. For free supply of 
helpful Hoppe’s Gun Cleaning Guide bocklets—latest edition—for 
your customers, write us direct. 


FRANK A. HOPPE, Ine. 
2314A North 8th Street, Philadelphia, Pa. 


NEW YORK Ed. W. Simon Co., Inc., 302 Broadway 
H. L. Bowlds, 108 West 2nd Street 


















Public 


Acceptance 


an 
Demand 







DEALERS! 


—selling “CHICAGO” Roller Skates are 
reaping a harvest. It pays to handle 


Quality Skates which bring Profits, Sat- 
isfaction and Repeat Sales. 





TRIPLE- TREAD ‘“‘TRIPLE-WARE” 
Wheels giving 3 TIMES Longer Life on a 
complete line of skates attractively priced 
and retailing from $1.00 to $4.00. 


If your Jobber can’t supply you, write 
us for prices, displays and dealer helps. 


CHICAGO ROLLER SKATE CO. 
World’s Greatest Roller Skates For Over 34 Years 
4456 W. Lake Street :-: CHICAGO, ILL. 











DISPLAY BOARDS 
create additional Sales 
by attracting 
Customer Attention 


CORBIN 


Board is furnished 
without charge. 
Only charge made 
is for locks mounted 
thereon. 


Size of Display 
Board is 22” High, 
11” Wide, ” 
Thick. 

Lacquered Black 
with Silver Border. 
Pleasing  appear- 
ance — nicely dis- 
played — will effect 
quick sales. 


CORBIN CABINET 
LOCK COMPANY 


The American Hardware 
Corporation Successor 
NEW BRITAIN, 
CONN., U. S. A. 


NEW YORK 
CHICAGO 
PHILADELPHIA 








No. 503! asst. 
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Get This New 
Catalog 





PREMAX Stamped and Embossed 


METAL LETTERS 
FIGURES 
HOUSE NUMBERS 





PREMAX SALES DIVISION 
Chisholm-Ryder Company, Inc. 
3800 Highland Ave. Niagara Falls, N. Y. 
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SELL WITH 


and an eye : 
to P. ~ \4 


When you sell the Maydole Line 
of Hammers, Chisels, Wrenches 
and Punches — you sell your cus- 
tomers highest quality tools—and 
at the same time you enjoy good 
profits and pienty of “repeat 
business." 


Skilled workmen know the May- 
dole Line—the Hammer for the 
superior dependability and “'per- 
fect balance.’ They appreciate 
the other items in the Line be- 
cause they are the best merchan- 
dise obtainable. 


Maydole Tools are sold only 
through recognized dealers and 
distributors of good hardware. 


Maydole Sales Representatives 


SURPLESS-DUNN & COMPANY 

74 Murray Street 34 

New York, WN. Y. Chicago, Illinois 
JAMES A. RIORDAN COMPANY 

1600 East 7th St. 95. 

Les Angeles, Calif. 

5319 Admiral Way 
Seattle, Wash. 


DAVID MAYDOLE 
TOOL CORPORATION 


NEW YORK 


NORWICH bd 


Every VICTOR 
CIRCULATING FAN 


Guarantee Seats 


Sse 
REVOLVING 
BREEZE-SPREADER 


NEW OVERHEAD PRINCIPLE CUTS 
COMMERCIAL COOLING COSTS 
NO DRAFTS .. . NO BLASTS 





sail j) “Free! 
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No. Clinton Street 


5 Bryant Street 
San Francisco, Calif. 





NEW 1936 CATALOG 


VICTOR ELECTRIC PRODUCTS, INC. 
773 Reading Road, Cincinnati, Ohio 


ASK YOUR JOBBER 








905 Arch St. 


(Continued from page 48) 


as managing editor of the Daily 
News Record, New York City, be- 
fore joining the Fernley organiza- 
tion. Mr. Hord was president of 
the Simmons Hardware Co. of 
Pennsylvania and had been asso- 
ciated with the Simmons organiza- 
tion for twenty-five years. Mr. 
Eckhardt joined the secretarial unit 
three years ago, resigning as sales 
manager of the hardware depart- 
ment of Henry Disston & Son, Inc., 
Philadelphia, with which company 
he was associated in a sales ca- 
pacity for many years. Tom Fern- 
ley, Jr., graduated from Princeton 
in 1932 and has been associated 
with his uncle for the past four 
years. 


The Founder 


The work of the late T. James 
Fernley in organizing the National 





Wholesale Hardware Association | 


and making it a cohesive unit 
stands by itself as an inspiring 
monument to his memory. Follow- 
ing the Fernley tradition, his sons, 
George A. and Tom, Sr., entered 
the offices at an early age, working 
first during summer holidays and 
Saturdays and then when school 
days were over, became full-time 
associates—each with an increas- 
ing responsibility as quickly as it 
was practical. Tom, Jr., has fol- 
lowed the footsteps of his father 
and uncle in this regard and is 
a worthy successor to his father 
and grandfather and a capable as- 
sociate of his uncle, George, the 
executive head of the organiza- 
tion. 


Headquarters 


The four - story, brick - front 
building at 505 Arch St. is devoted 
entirely to offices and equipment 
for conducting their work. It has 
ample meeting-room space for 
special committee work and every 
available facility and personnel 
for either specialized personal ser- 
vices or rapid collective services, 


| both of which are frequently 
| needed by trade organizations. 


This building, in the heart of 
Philadelphia, also stands as a 
monument to the service founded 
hy the late T. James Fernley, from 
whom the inspiration and accumu- 














HAMMOND Line 


Quick Sales—Generous Margins 


Has sold steadily for 60 years. More 
popular now than ever. 

Dealer Discount the largest allowed 
on any nationally advertised line of 
Horticultural Chemicals. 

Attractive Advertising is appearing 
in principal Farm Papers, Garden 
Magazines and Sunday newspapers 
having Garden Departments. 


SLUG SHOT DUST 


The Original Non-Poisonous Insecticide 
Now Contains Stabilized Rotenone Dust 


LIQUID SLUG SHOT 


Non-Polsonous Insect a 
and Effective Fungicine , 


GRAPE and ROSE DUST 


For Black Spot on Roses 


HAMMOND’S WEED KILLER 


For Cleaning Gravel Walks, Ete. 
Write for Prices and Discounts 


HAMMOND 
PAINT & CHEM. CO. 


46 Ferry St. Beacon, New York 















AT YOUR SERVICE’ 


Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manu- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He’s at your 
service! 


HARDWARE AGE 
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BABCOCK 
Spruce Ladders 


Air Dried Full Strength 
In Clear Spruce 

Safe, Light, Strong 

All Ladders full sized 
stock, Extension Ladder 
Rails same size top and 
bottom. 


BABCOCK 
LADDER S Pritsinoie extension 


for Every Purpose 




















Write 
NOW 
for 
our 
Latest 
Booklet 
and 
Price 
List 
+ 


W. W. BABCOCK CoO, Bath, N. Y. 











WHICH WILL MULTIPLY FF 























SUPERIOR 
BRAND 
HARDWARE 
CLOTH 











pst Copper-Bearing 
iH a Steel 

i pat Standard 

ie " i Size Wires 
ieee 7 














It costs no more 
for this quality 
product. 

At your jobber 


G. F. Wright 
Steel & Wire Co. 
WORCESTER, MASS. 


POULTRY NETTING — WIRE 
CLOTH—CHAIN LINK FENCE 
AND GATES—WIRE 
CLOTHES LIN ES — WIRE 
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LOW COST ITEM 


PRESENT DEMAND | 


Handy Ann Nut Meat 
Grinder retails for 29¢— 
much lower than any com- 
peting item on the market— 
yet it is an attractive and 
practical article that appeals 
to housewives instantly, and 
most of them will not hesi- 
tate to purchase on sight, 
particularly in view of the 
low price. 





Made entirely of metal—no 
glass jar to screw on and off. 
Grinds nuts to just the right size for cakes, salads, etc. 


Write for further information. 


BLUEBIRD INDOOR 
CLOTHES LINE REEL 


Used in kitchen, laundry, ga- 
rage, attic or back porch. 
Ratchet keeps line reeled to de- 
sired length. Blue, green or 


‘o ‘| ivory. 





PATENT NOVELTY COMPANY 
305 Eighth Ave. Falton, Ill. 


POLLYANNA Dust Pans FULTON Document Boxes 
POLLY PRIM Recipe Cabinets FULTON Crumb Sets 
POLLY PRIM Dust Pans RUST-RESISTING Mail Boxes 























Shoot Up 
SALES 


BULL’S-EYE TARGET No. 9774 


Made entirely of cast iron... 
finished in gray enamel... gong 
rings and star appears when bull’s- 
eye is hit. Specify size of bull’s- 
eye when ordering. 





Packed: % dozen in case. Case gross weight 
106 pounds. Case measures 11x14x14 inches. 








BIRD and STAR TARGET Nos. 9771 and 9772 


No. 9771, 4 birds and two stars ... made of cast iron and 
finished in gray enamel . . . each object falls out of sight when hit 
+ packed % doz. in case, case gross weight 90 Ibs. 


No. 9772, 6 birds and two stars . . . made of cast iron and 
finished in gray enamel... packed % doz. in case, case gross weight 
130 lbs. 


@ORDER FROM YOUR JOBBER 


ARCADE 


ARCADE MFG. CO. 
FREEPORT 
ILL. 


HARDWARE 
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lated wisdom was richly inherited 
for the special work that is re- 
quired in this type of activity. 


Commemorating its fiftieth an- 
niversary, the staff of “505 Arch 





Second 


is all it takes to point out the 
‘“‘Date-line’’ on an “Eveready” 
Battery when you sell it. Only 
one second... 





BUT IT MAKES YOUR STORE A BETTER STORE 
for it instills confidence in your 
customers. It shows them that 
you sell the dest...that in 


your store they get full value for 
money spent. 505 ARCH STREET 


St.” has published a_ souvenir 
booklet, which takes as its title 


“EVEREADY” this famous address. 
BATTERIES |i _ 


are FRESH Je uf Amsco Elec. Flasher Theatre 
BATTE 
BATTERIES i ae, The Anna and Andy electric flasher 


theatre for window and counter dis- 








plays is supplied set up ready to use 





after merely inserting a 40-watt bulb 


and plugging in the cord with which 








it is equipped. As light flashes, a 


colorful, humorous “Technicolor” car- 


| toon appears on the “screen” depicting 





Patented 


| — 


ANNA & ANDY | 


EHL 





Stay Fasteners SRG nt em HS 


DIRT TAKES A HOLIDAY 


Ideal type of fastener for all wood 
joints—a strong, permanent, tight 
fitting joint—easily, quickly, and at 
low cost. 


NEW DESIGN—IT CLINCHES 


25¢ and 10¢ boxes 


PACKED IN UNUSUALLY ATTRAC- 
TIVE DISPLAY CARTONS 


Write for Dealer Prices 
Wright Products 
Manufacturing Co. 


2101 Kennedy St. 
a €. 
Minneapolis, 
Minn. 


























sponges and chamois for various house- 
hold tasks. Theatre is offered free with 
either: a special assortment of sponges 
and chamois, retail value $20.25; or a 
special chamois assortment, retail value 
$17.25; or a special sponge assortment, 
retail value $15.35. A number of 
other appropriate dealer helps are 
also included with each assortment. 
American Sponge & Chamois Co.. Inc., 
47 Ann St., New York City. 
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“Anna” and “Andy” characters using 

















ARMSTHUNG BROS. 


Improved PIPE VISES 


The Quality and Features 
that Close Sales 


ARMSTRONG BROS. Chain 
Vises (patented) have 1-piece 
jaws (both jaws, a single drop 
forging with center lug that pre- 
vents bending of the smallest 
pipe). Base and handle are 
drop forge? Chain. vroof-tested 








The Open Side and Hinged Vises 
have bodies of certified malleable 
iron; tool steel jaws—accurately 
machined; oval-end handles that 
do not pinch hands. The Hinged 
Vise has an unbreakable hook— 
drop forged steel. 


The quality and features of 
these vises are typical of all 
ARMSTRONG BROS. Pipe 
Tools — the most complete 
line made—for each is an 
improved. a more salable 
tool. 


W rite for 
Catalog 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave. CHICAGO, U. S. A. 








A FLOOD NECESSITY 


Send for your sample of 
our fastest-selling 


CARPET BEATER— 
THE CLEANER TYPE 


Handled by most jobbers 
THE HOLT-LYON 


Cco., INC. 
Saugerties, N. Y. Cleaner 








Chicago Rawhide and Indian Tan, 





Better Laces— 
flexible, tough, dura- 
ble—that retain their 
fibre strength and toughness. 
—Specially tanned without 
lime, acids or injurious 
chemicals. Uniform thick- 
hess, accurate widths. 
Proof -tested for strength 
Each dozen pair in a 
Counter Display Box. 
They sell themselves; 
build repeat business 
Write for 
Price Circular 
Chicago Rawhide Mfg. Co. 

















1285 Elston Ave., Chicago, U.S.A. 








\ywitH the increase in building construction a new 


fence market is opened for progressive hardware 
dealers. Write for profit making plan on Stewart Fences 
and kindred steel specialties. Catalogue on request 
The STEWART IRON 
WORKS CO,, Inc 


334 Stewart Block 
Cincinnati, Ohio 


1886-Golden Anniversary-1936 
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RICH LADDERS 


Make Friends 
for You! 


Even more impor- 
tant, they make 
real PROFITS for 
you—and give you 
that satisfaction 
which comes from 
selling QUALITY 
merchandise at 
FAIR PRICES. 
Rich Ladders are 
built to serve long 
and safely. Se 
lected, long - grain, 
air-dried spruce— 
rust-resisting, cad- 
mium, plated hard- 
ware — careful 
w orkmanship— 
rigid inspection. 
Warehouse stocks 
at many points in- 
sure quick deliv- 
eries. 


Write for the complete Rich catalog of 

Step and Extension Ladders, Ironing 

Tables, Washboards and other fast-selling 
woodenware specialties. 


THE RICH PUMP & LADDER CO. 


1028 Depot Street, Cincinnati, Ohio 




















FREE OFFER“... 


An IVY BALL Free! 


to every one of your customers 
who buys a one ounce bottle of 


. EVERGREEN 
642 GARDEN SPRAY 


That’s the deal—it’s a lovely Ivy Ball in a new and original 
design, which was created exclusively for us. It will make 
EVER GREEN Garden Spray, always a highly profitable 
item for you to handle, even more attractive. 

When you sell EVER GREEN Garden Spray, you need 
have no fear of complaints for it is fatal to chewing and 
sucking insects, but is harmless to people, pets, and plants. 
Easy for the gardener to use—all he needs to do is mix it 
with water and spray. 

Order from your jobber or direct, giving name of jobber. 


McLAUGHLIN GORMLEY KING COMPANY 
MINNEAPOLIS, MINNESOTA 





FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 


of a Circle New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

scalloping, fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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1 pose LIKE THE 


ARCHER FUSE] 


THIS SHARP-SHOOTING FISH 
SIGHTS A BUG ON A BOUGH, 
KNOCKS HIM OFF BY SPIT- 
TING A DROP OF WATER 
AT HIM, THEN EATS THE 
HAPLESS 8UG. 











~ 


O/L EITHER 


ITS THE ONE OIL 

MADE SPECIALLY FOR 
ELECTRIC REFRIGERATOR 
AND WASHER MOTORS. 
UNBUTTONS BIG NEW 
MARKET FOR YOU. ITS 
ADVERTISED IN COLLIERS — 
BETTER STOCK IT. 





GULF ELECTRIC-MOTOR 


Write Gulf Petroleum Specialties, Gulf Build- 
ing, Pittsburgh, Pa., for further information. 











Florida Dealers Urged To Capitalize 
On Rural Electrification 


ORACE W. SIMMS, Cler- 
H mont Hardware and Supply 

Co., Clermont, Fla., was 
elected president of the Florida Re- 
tail Hardware and Implement Asso- 
ciation at annual convention held in 
Tampa on March 26. Fred M. Smith, 
of Smith Hardware Co., Avon Park, 
was reelected vice-president and H. 
M. Simmons, of Atlanta, secretary- 
treasurer of the Southeastern Retail 
Hardware and Implement Associ- 
ation, with which the Florida organi- 
zation is affiliated, was reelected 
secretary-treasurer. Frank C. Mor- 
gan, Arcadia; Alfred Rehbaum, Mt. 
Dora, and L. P. Hovey, Dunedin, 
were chosen as members of the ex- 
ecutive committee. 

The morning session was called to 
order in the Thomas Jefferson Hotel, 
by President J. Earl Lupfer of Kis- 
simmee, who reviewed briefly the ac- 
complishments of the past year and 
extended greetings to “one of the 
largest State meetings Florida has 
ever had.” About 75 dealers at- 
tended. 

“Rural Electrification,” pointing 
out the new opportunities created by 
the Rural Electrification Adminis- 
tration for appliance sales .o farm 
homes, and “Some Tips on Appli- 
ance Selling” were the dual subjects 
covered in the opening address, by 
Secretary Simmons. Charts and va- 
rious factual comparisons were used 
to stress the importance of the op- 
portunity. He declared that many 
dealers still think they haven't 
enough people in their communities 
with income sufficient to warrant 
handling electrical refrigerators 
“and other major appliances, be- 
cause the sale of one such item in a 
home almost invariably leads to the 
purchase of another.” In pointing 
out the proved fallacy of this belief, 
Mr. Simmons reviewed the charted 
analysis of 10,000 electric refrigera- 
tor sales, showing that 62 per cent 
of these sales in average communi- 
ties to all types of homes, were made 
to people whose incomes were be- 
tween $1,000 and $2,000 and 10 per 
cent in homes whose incomes were 
under $1,000 a year, or nearly 72 
per cent in homes under the $2,000 
or less income bracket. 

He also pointed out that in 1935 
a total of 1,650,000 electric refrig- 
erators were sold, valued at $250,- 
000,000, and that the seven millions 
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of electric refrigerators now in use 
represented hardly 35 per cent of 
the wired homes. The industry itself 
predicts a sale of 1,850,000 electrical 
refrigerators this year, “which, with 
increasing business and _ prosperity, 
may even be exceeded. A number 
of these are just naturally going to 
be bought in your territory, but 
with proper merchandising efforts 
the number bought can be greatly 
increased,” he said. 

It was urged that trained men be 
employed for the major electrical ap- 
pliance job, a separate department 
established or, as had been done 
by many hardware merchants, an 
entirely separate store opened and 
made known to the public as being 
affliated through advertising and 
handling accounts. Specialty-minded 
salespeople who can really sell these 
items are not found every day, he 
counselled, pointing out that many 
available men and women for such 
work have formerly had utility com- 
pany experience. “Watch out among 
the specialty selling people you know 
or come in contact with, pick out a 
good man, be ready with a good 
offer, and remember the laborer is 
worthy of his hire. Successful spe- 
cialty salesmen make money for 
themselves and for you. Last, but 
not least, don’t overlook the ad- 
visability of loading an attractive, 
neatly painted light truck with sam- 
ple appliances and making demon- 
strations to users in their homes.” 

“Taxation” was the subject of a 
stirring address by Carl Brorein, 
vice-president and general managér, 
Peninsular Telephone Co., Tampa, 
in which he analyzed the ruinous 
tendencies of politicians to “tax busi- 
ness out of business,” declaring that 
unless taxes were halted it would 
be impossible for business and in- 
dustry to recover and normally ab- 
sorb the unemployed and that gov- 
ernment would have to continue the 
job, the consequences of which no 
one can dare predict, he said. Point- 
ing out that taxes today take 10 
per cent of the gross revenues out 
of all sales, “with the chaotic pros- 
pect of this burden just beginning 
to be added to,” the speaker coun- 
selled every merchant to bestir him- 
self toward seeing to it that politi- 
cians in office “reduce rather than 
ever increase this now almost un- 


bearable penalty upon your being in 
business and making a profit.” 

At noon, the visitors were guests 
of Knight and Wall Company and 
I. W. Phillips Company, Tampa 
jobbers, at a luncheon served in 
the convention room. 

“Planning for Profit” was the sub- 
ject of the opening address at the 
afternoon session by T. W. McAllis- 
ter, editor, Southern Hardware, and 
secretary of the Southern Hardware 
Jobbers Association. “About all that 
I or any other speaker could tell 
you good merchants on this subject 
could be summed up in one prac- 
tical, sure-fire formula for increasing 
your sales and multiplying your net 
profits,” said Mr. McAllister. “That 
formula is simply this: Just go 
back home and start doing those 
things you already know should be 
done to improve your business, make 
your store stand out from its com- 
petitors, and increase the efficiency 
of your sales force. But the trouble 
with most of us is that, because of 
lack of planning, we become so in- 
volved in detail work we do not 
have time to do these obvious 
things.” He urged the importance 
of a planned merchandising program 
to include these three “ABC” fun- 
damentals: Adequate organization, 
Business analysis, and Concentra- 
tion. 

The concluding address was “The 
Hardware Business and Chain 
Stores,” by Robert N. Given, Jr., 
Tampa attorney, author of “The 
Outlawry of Chain Stores” and of 
the Florida Recovery Act, which, he 
predicted, would be passed at the 
next session of the State Legisla- 
ture. As legislative counselor to the 
independent merchants of Florida, 
Mr. Given reviewed the progress of 
anti-chain store legislation during 
the past year, and pointed out that 
Florida was making some real for- 
ward strides in that direction. 

The provisions of the Robinson- 
Patman Trade Practice bill were 
discussed and approved — members 
were urged to write their Senators 
and Congressmen requesting their 
support of the proposed act. A 
question box conducted by Charles 
Campbell, St. Petersburg, past presi- 
dent of the Florida and Southeastern 
associations, and the election of of- 
ficers were the concluding features 
of the meeting. 
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“Over-t 
was the first and only device 


didn’t require special doors. A 
real saving: 


lOO Jots 
per Square Mile 


MODERNIZING GARAGE DOORS 





RNa omen — 
he-Top” Door Equipment 
“over-head” operation that operation of this 


job sells another. 





Women especially are so de- 
lighted with the effortless, quiet 
equipment 
that they tell others of it—one 





In every good-sized town there are at least 100 garages per 


square mile with doors in bad shape. They can be remodeled 
with “Over-the-Top” Door Equipment at little more cost than 


for new doors. 


The property will be increased many times 


more than the cost of the equipment and garages so equipped 


rent easier. 


Many Dealers have been making good extra 


profits with “Over-the-Top” Door Equipment—especially with 
the National Housing Act financing remodeling jobs. Write 
us for information and prices today. 


# ffees: 





There’s a size for every opening You can 
and only 3%” headroom is re- 
quired above standard openings. 
No excess trackage, no weights, 


pulleys, 


FRANTZ MFG. COMPANY 
STERLING, ILLINOIS 








interest truck fleet 
owners in group installations at 
less cost. Never need servicing 


cables or chains, or adjusting, 











*"Never Lets Go” 


ALLIGATOR 


TRADE MARK REG.U.S. PAT. OFFICE 


STEEL BELT LACING 








For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is stocked by 
leading jobbers 
and listed in their 
catalogs. Not sold 
by mail ordercom- 
panies under its 
own or any other 
name. Specify 
Genuine “Alliga- 
tor Steel Belt 
Lacing.” Order 
through your 
jobber. 

























FLEXIBILITY 














PROTECTION OF 
BELT ENDS 








Sole Manufacturers 


FLEXIBLE STEEL LACING CO. 

4616 Lexington Street Chicago, Illinois 

In England at 135 Finsbury Pavement, 
London, E.C.2 






SMOOTH ON 
BOTH SIDES 














Accept No 
Substitutes 









QS 


TRADE MARK 
REG. U. S&S. PAT. OFF. 


— ’ 

















e THE SWEDISH “PRIMUS” - 


Is the Indispensable Companion of Explorers 
and 
Isvaluable to Campers 
Ges 
Burns kerosene 
or gasoline with 
equal efficiency 


Smokeless — Reliable — Safe 


Send for complete catalog 
of more 


e SANDVIK SAW & TOOL CORPORA 


740 Washington Ave., North 
Minneapolis, Minn. 


STEARN 


than 60 patterns 


109 Lafayette St. 
New York, N. Y. 


ON or aE 
FAUCETS 





STEARNS faucets open a greatly widened 
market because they are lower in price than 
bronze faucets of this type. 


These are real sellers and offer you an attrac- 
tive extra profit. Absolutely leak-proof and 
dependable. Made of close-grained grey 
iron (cadmium plated). Guaranteed to hold 
all non-corrosive petroleum liquids. 

Self-Closing Faucet (No. 60) %” U. S. Std. Pipe 


Thread. %4” Flow. Special impregnated leather valve 
facing is permanent. No replacement necessary. 


Lock-Lever Faucet (No. 50) 4%” U. S. Std. Pipe 
Thread. 3%” Flow. Plug ground to each barrel. 
Spring washer holds tight joint. 


Ask your jobber for STEARNS faucets. 
E. C. STEARNS & CO.....SYRACUSE, N. Y. 











and construction. 






and prices. 
The Turner 
“‘Picnicker” 


“MADE IN U.S.A.” 


Now for the first time a compact, sturdy ser- 
viceable one burner camp stove especially de- 
signed to meet the growing demand of hikers, 
picnics and beach parties, is made in America. 
it is made by Turner—with over 60 years only 8 Ibs. 
experience in making liquid fuel burning appli- 
ances—a guarantee of quality in performance 


ALSO TWO BURNER MODELS 


Designed to give real service on Longer Camping Trips. Each burner is independently 
controlled and operated, permitting slow or fast cooking. Only Turner Stoves have 
this individually controlled heat feature. 

Your jobber can supply you with Turner Stoves or write us direct for description 


9 ome 


Lights instantly—no preliminary generating— 
develops wide spreading hot flame. Heavy 
gauge steel case—welded non-warping grate— 
easily removable fuel tank with built-in pump. 
Entirely self-contained for carrying and weighs 


This low price ‘“‘made in America” stove wili 
increase your sales—tr ber the d d is 
ere. 
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Members of the National Hardware Stores at dinner during their first annual meeting 


National Hardware Stores Meeting 
Attended by 250—At Boston 


EARLY 250 dealers and 

their salesmen from Massa- 

chusetts, New Hampshire, 
Maine, Vermont, Rhode Island and 
Connecticut, were present for the 
first annual meeting of the National 
Hardware Stores, Inc., at the Cham- 
ber of Commerce Bldg., Boston, on 
March 25. Although the organiza- 
tion, which is a voluntary chain of 
independently owned _ hardware 
stores, is sponsored by the Bigelow 
& Dowse Co., wholesale hardware, 
169 A St., Boston, it maintains its 
own identity, being organized as a 
separate corporation. 

I. S. Dillingham, president of the 
Bigelow & Dowse Co., welcomed the 
dealer members and salesmen and 
briefly reviewed the progress of the 
organization during the fifteen 
months the plan has been in opera- 
tion. J. M. Kennedy, sales manager 
of the company, and president of the 
National Hardware Stores, related 
that Mr. Dillingham had envisioned 
as far back as 1926 the need for 
developing a plan similar to that 
under which the National Stores are 
now operating. Mr. Kennedy stated 
that the plan was not advocated as 
a “cure-all” for all of the indepen- 
dent hardware dealers’ problems, 
but that it did furnish the essential 
tools for the dealer to work with 
in competing with syndicate outlets, 
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and for use in bringing abovt more 
profitable operations. 

A. A. Tuttle, Kingman Hardware, 
Franklin, Mass., as a charter dealer- 
member, cited the experiences of his 
store with National’s program. He 
declared that a “method is only as 
good as the result it achieves”; 
attributed most of an increase of 
24 per cent in the sales of his store 
last year to the National plan, and 
predicted that it would ultimately 
enjoy even greater success. He 
described in detail hew his store 
ties-in with various phases of the 
program; credited the plan with 
furnishing salable merchandise at 
competitive prices; emphasized the 
importance of rapid turnover, and 
said that the organization was in 
reality a partnership in which all 
members should show a most active 
interest. 


The National Plan 


The National plan embraces 
monthly services which include sup- 
plying the dealer with 1,000 im- 
printed newspapers in which from 
20 to 60 specials are featured at 
special prices; a duplicate set of 
price cards, one set for window and 
the other for interior displays; 
posters and streamers for windows 
and interior use and a plan for a 
suggested window display for the 


month. In addition each member 
and the sales force in each store re- 
ceives a weekly merchandising bul- 
letin written by Mr. Kennedy, who 
signs them as “Joe Kennedy, Head 
Clerk.” When the plan _ was 
launched each member store was 
supplied with a poster announcing 
its affiliation as follows: “This 
store has become a member of the 
National Hardware Stores. Through 
this affiliation we are able to buy 
merchandise at lower prices and 
pass the savings along to you. Has 
all the advantages of a chain store, 
yet each unit retail store is inde- 
pendently owned. Watch for our 
special values each week.” 

The recently inaugurated plan for 
bringing the National Hardware 
Stores to the attention of the New 
England radio audience was ex- 
plained by Mr. Thompson, a repre- 
sentative of Station WBZ, over 
which station the “spot” announce- 
ments are made during a program 
presented between 9:15 and 9:30 
a. m. The announcements feature 
a “radio special,” and the names 
and addresses of member stores are 
mentioned in alphabetical rotation. 
Mr. Thompson urged the dealers to 
tie-in with the radio effort and 
to aggressively push the “radio 
specials.” 

E. B. Gallaher, treasurer, Clover 
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SUPER A 





THE LIFE OF SUPER APEX 
the life of cloth made by the old 








PEX 


process. 





has a zinc coating almost twice as heavy as some other widely and 
more or less carelessly advertised lines. 


On top of this zinc coating there is baked a coat of high quality 
enamel thus reducing corrosion almost to the vanishing point. 


in “Salt Air,” moisture or gaseous laden climates is almost double 


STEEL — COPPER — GOLDEN BRONZE — SPECIAL ALLOYS 
ANTIQUE BRONZE — ALUMINUM 


HANOVER WIRE CLOTH Co. 


HANOVER, PENNSYLVANIA 
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The new 1936 Hodell Chain 


= Sales Stimulating Plans make 


GIGANTIC possible as much as 164% profit. 
ee —, Good 
INDUSTRIAL Don’t delay—write for complete | | Butcher Knives 
e information today. Oyster Knives 
RUlck, Rubber Knives 
- THE CHAIN PRODUCTS CO. Clam Knives 
A PRESTIGE 3934 Cooper Ave., Cleveland, Ohio py i 
BUILDING Established 1886 Plaster Knives 


Kitchen Knives 
Stencil Knives 
Manual Training 
Knives 
Roofing Knives 
Shirt Cutters, 
Blades and 
Handles 


Modell. oo} | ed TN. 


ATYPE AND SIZE FOR EVERY PURPOSE 





CLAM a 


3 Sizes — 


rn PROFITS! R. MURPHY’S TEMPERITE _ 





se, 


Another of the famous work knives that 
meet the exacting requirements of workmen 
and mechanics who have tough jobs to per- 
form and must have the best tools to work 


with. 


Cater to their trade—Sell R. MURPHY 
STAY SHARP Knives—and profit thereby. 


Complete catalog on request. 


ROBERT MURPHY’S SONS CO. 
Ayers, Mass., Est. 1850 








Worksho 


Full details on 








cutting Lathe. Made in 8 different drives, 
and 4 bed lengths from 3 feet up to 4% feet. 


Easy Payment Terms arranged 
over extended period of time. 


WEIGHS 
request. 


Sree / wee 


@ CATALOG 
" 1s 


Vew 19036 Model Genuine 75 
SOUTH BEND LATHE 


Write for details on this 9 in. x 3 ft. 
Precision, back-geared, screw- 


SOUTH BEND LATHE WORKS 


BEXVMEE.MADISON ST. SOUTH BEND,IND.U.S.A. 








Greater Profits ! srmaver 


The new Brown Open-Hed sprayer has brand new features which make it 
the most effective hand sprayer ever introduced—and it sells for less than 
old fashioned models. 


Sprayer users are buying because of these features—5S” tank opening for 
easy cleaning and mixing; electrically welded seams, hot galvanized after 
fabrication—for strength and long wear; double action pump lock and 
swivel nozzle for safety and convenience. 


Write today for booklet and prices. For sale by jobbers everywhere. If 
yours cannot supply you, ask for the name of our jobber in your locality. 


The E.C.BROWN CO. nocnesten’ sy. 


Makers of Sprayers of all kinds from Atomizers to Wheelbarrow type. 





‘““OPEN HED’ 
with 

1 ELECTRICALLY 

WELDED SEAMS 


@ GALVANIZED AFTER 
FABRICATION 


3 5” TANK OPENING 
4 rusBer Grips 
5 swivel NOZZLE 


6 DOUBLE ACTION 
LOCK 





Patented and 
Patents Pending 
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Ideal corner Brace. Best at any Price but retails at 
10¢ per set of four complete with nails. Fits any 
corner, is easily and quickly applied. 


Samples and Discounts upon request 


THE HARDWARE SPECIALTY CO. 


TIFFIN, OHIO 











i iL The Original 
aay 6 SUPERIOR 
DOOR CATCH 


A popular all-year profit maker 
for past 30 years. Especially 
saleable during ‘‘fly months.”’ 
Individually mounted on attrac- 
tive display cards. Stock up 
now! Any jobber, or 


SaaRY STATION B—SUPERIOR, WIS. 
SUPERIOR DOOR CATCH COMPANY 





ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 





Write for prices. 
Rechester Sash Balance Co., Ine. 











Rochester, N. Y. 





TEELGRI 


Belt Lacing 


ALL YOU NEED IS A HAMMER 
A better, stronger lacing made 
to American standards, that 
you can recommend for all 
garage, farm and shop uses. 
Breaks to width. Put on with 
hammer in few minutes. In 
boxes or ‘‘Handy Packages.’’ 
Profitable. 

Write for Circular, Prices 


Armstrong-Bray & Co. 
People 
304 N. Sheldon St, 


__Chieage, U.S. A- 



















STEEL MORTAR HODS 

No dripping onto 
the user’s back. 
Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
reinforced. The 
fork is pressed 
from heavy gauge 
steel. 


Write for prices. 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 


* Cleveland, Ohio * ae 











Process 


‘GUNS H Ne 


arench 


cHAM 


MADE IN U.S.A. 


ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
HAVERHILL MASS. 
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Mfg. Co., Norwalk, Conn., and edi- 
tor, Clover Business Service, outlined 
the distributing problems of the 
hardware trade in a very graphic 
and informative manner, and re- 
lated how, in his opinion, these 
problems could be met. Mr. Gal- 
laher urged the dealers to follow the 
principles used by chain stores, but 
emphasized that in order to buy and 
sell cheaper the independent dealer 
must be in a position to see prices 
through to the consumer on a com- 
petitive basis. He asserted that the 
dealer could not do the job alone, 
but that it could be done with the 
aid of a jobber who becomes “re- 
born” and is willing to change his 
old methods and will service his 
dealers. Concluding, he said that 
National Stores have done a won- 
derful job thus far, but had not 
nearly approached their goal; that 
members have no idea, as yet, of 
what they can sell, as they have 
only scratched the surface, and 
finally, he urged dealers to partici- 
pate in the plan whole-heartedly. 


Tribute to Gallaher 


T. J. Kelleher, president, A. T. 
Chase Hardware Co., Dedham, 
Mass., then paid an impromptu 
tribute to Mr. Gallaher and further 
discussed chain store competition 
and the merits of the National plan. 

Mark J. Lacey, president, Peck, 
Stow & Wilcox Co., Southington, 
Conn., explained how their “Worth” 
tool plan happened to be evolved 
by his company and what it has ac- 
complished. 

Mr. Kennedy summarized the 
activities of the organization and 
reported that the group which 
started with 249 members now has 
269 affiliated dealers. He cited the 
success of the voluntary chains in 
the grocery and drug fields, and 
declared that the National plan has 
likewise proven its practicability 
and efficiency. He asked for the 
undivided support of the members 
in furthering the aims of the or- 
ganization, and announced that a 
series of group meetings was being 
planned for the near future. 

Following the business session, 
members were given the opportunity 
to inspect several special exhibits 
of major lines in one of the dining 
rooms of the building, where the 
members and guests later enjoyed 
a splendid dinner. 










3 the heart of Philadel- 
phia . . . socially, commer- 
cially and geographically. 


BELLEVUE STRATFORD 


CLAUDE H. BENNETT, General Manager 


ve ve £8 Reve FY eS 







Rates begin at 
$3.50 





Booking Offices 
New York: 11 W. 42nd St. 
65-4500 


Pittebursh; Standard Life Bidg. 

















Don’t Let It 
Run Away From Youe 


You'll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 
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Classified Opportunities Dept. 
239 West 39th St, New York City 
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WHITING -ADAMS 
COMPAN Y 


690-710 HARRISON AVENUE « BOSTON,MASSACHUSETTS 

















MORE CONSUMERS DEMAND 
THIS tested quality 


Remarkable efficiency and dependable quality at 
popular low prices have always characterized 
Delta Motor-Driven Tools. Leadership in design 
and consistent widespread national advertising 
have drawn an increasing stream of buyers into 
Delta dealers. As a result Delta is today the 
largest manufacturer in the world making this 
type of machinery exclusively. 





















QUALITY MOTOR-DRIVEN TOOLS 
Products of DELTA MANUFACTURING COMPANY 
613 E. Vienna Ave. 


DELIA fT 


Milwaukee, Wisconsin 












ALLEN’S 
SUPREME 


LINE 


OF 
LAWN SPRINKLERS AND 
GARDEN HOSE ACCESSORIES 
Contains many new items, new de- 
signs for the older staple items and is 
packed in new attractive boxes. 


Send for Allen's big 1936 
FREE OF NP NEOlC catalog showing halftones 


A 


ASK ~1@)0);3 ar ag color illustrations of over 100 up-to-date 
W. D. ALLEN MFG. CO. 


The “Anaconda” 
Polished brass arms, 
red and black base. 


e):):145 


J W. Lake Street, Chicago, Illinois 
28 Warren St., New York City, New York 














Perfection-The Original 
Roller Flange Grass Catcher 


You can honestly tell your customers that the Perfection not only catches 
grass, but holds it. 

The unique roller flange holds catcher right up to mower roller where 
it catches all the cut grass and lets it slide back to a lower level. Wire 
re-inforcement all around ‘ 
strengthens base, prevents 
canvas from pulling away. 
All this means much longer 
life. Adjustable steel hooks 
fit any mower. 

ra heavy white or 

striped duck. Ask your 

a: or write for special 
ooklet. 


THE PERFECTION 
MANUFACTURING CO. 


2701 N. Leffingwell Ave. 
St. Louis 


Stock and Profit with 


“G & B” QUALITY Products 
POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 











WIRE 
Goops 


“ACME” ELECTRO GALVANIZED 


@) UALITY PAINTED BLACK 
Provucts COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America’s Oldest Woven Wire Factory-Manufacturors 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and G 


n Ss 
New York City Georgetown, Conn. Blue Island, tll. Kansas City, Mo, 
San Francisco 






























Thermal JAR 


In gallon size—Quality through- 
out. High efficiency insulation 
forever protected against mois- 
ture—assuring long life. A popu- 
lar, fast-moving, profit-producing 
product—reasonably priced. 
Sold through independent deal- 
ers only under a new profit-pro- 
tecting policy. : 
Write for name of nearest jobber 
and illustrated circular, prices, dis- 
counts and details of profit-pro- 
tecting policy. 

Aladdin Industries, Inc. 


609 W. Lake St., Chicago, Ill. 
721 E. Yamhill, Portland, Ore. 














store you are looking for. 





Tue place to find it is under the heading of Business Opportuni- 
ties in the Classified Opportunities Section of this paper. 


By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 


HARDWARE AGE $239 West 39th St., New York City 


Looking for a Hardware Store? 


Classified Opportunities Dept. 








APRIL 9, 1936 





135 


Who Makes It? 


information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? editor is here pre- 
sented as an ald to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
26, 1935. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


FLorence, Ata.: Where can we 
get repairs for a shotgun made by 
the Central Arms Co.?—King Hard- 
ware Co. 

ANSWER: This is a_ special 
brand of the Shapleigh Hardware 
Co., wholesale, St. Louis, Mo. 


% * ¥ 


Basyton, L. I., N. Y.: Who makes 
the Penberthy cellar drainer? 
Overton & Co. 

ANSWER: Penberthy Injector 
Co., Holden & Lincoln Sts., Detroit, 
Mich. 


* x * 


KANKAKEE, ILL.: Provide address 
of the Borden Co., or their suc- 
cessors, makers of the Beaverette 
adjustable pipe die—Philip T. Lam- 
bert. 

ANSWER: Beaver Pipe Tools, 
Inc., Warren, Ohio. 


*% * * 


Kansas City, Mo.: Who makes 
the Packard Elektro safety razor?— 
Bunting Hardware Co. 

ANSWER: Progress Corp., 1 E. 
43rd St., New York City. 


* *% * 


Hartrorp, Conn.: Who makes a 
cast iron twine box similar to the 
No. 11, as formerly made by Sar- 
gent & Co.?—The Tracy, Robinson 
& Williams Co. 

ANSWER: Arcade Mfg. Co., 
Freeport, III. 


* * * 


ASHEVILLE, N. C.: Who makes the 
Cabnetor, a revolving cabinet that 
fastens on the back of a door?— 
Morris-Austin Co. 

ANSWER: Cabnetor, Inc., 366. 
Madison Ave., New York City. 


% * * 


Brooktyn, N. Y.: What New 
York City concern distributes 
W.H.S. masons’ trowels?—H. P. 
Brown, Inc. 

ANSWER: John H. Graham & 
Co., Inc., 113 Chambers St. 
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ATTENTION, 
FLOOD VICTIMS: 


Readers of HARDWARE 
AGE whose places of busi- 
ness have been damaged 
by the recent flood are in- 
vited to make fuld and free 
use of our news pages 
to acquaint manufacturers 
and wholesalers with their 
needs for the replacement 
of merchandise and cata- 
logs. This will facilitate 
the resumption of normal 
business, saving our read- 
ers both time and expense 
in getting out notices. 

As long as our available 
supply lasts, copies of the 
annual HARDWARE AGE 
“WHO MAKES IT?” Di- 
rectory will also be fur- 
nished, without charge, 
upon request from readers 
who suffered flood damage. 


HARDWARE AGE, 


239 West 39th St., 
New York City. 











Toronto, CanapaA: Who makes 
the Unique egg scale?—White and 
Company. 

ANSWER: Specialty Mfg. Co., 
St. Paul, Minn. 


* # 


Cairo, Itt.: Who makes a Bake- 
lite tea strainer having a rubber 
ring which fits any tea pot?—John- 
ston Hardware Co. 

ANSWER: Kleente Co., Inc., 159 
E. 60th St., New York City. 


* * * 


Lusk, Wyo.: Where can we buy 
wagon wheels for old style wagons 
of unknown makes? — Midwest 
Hardware Co. 

ANSWER: Mutual Wheel Co., 
Moline, Ill.; Peru Wheel Co., Peru, 
Ill., and Burlington Wheel Co., 1037 
Osborn St., Burlington, Iowa. 


* * *% 


BLIssFIELD, Micu.: Where can re- 
pairs for a Rayo lamp be obtained? 
—Vance J. Hazzard. 

ANSWER: Bradley & Hubbard 
Mfg. Co., Meriden, Conn. 


* * * 


Montcomery, W. Va.: Where can 
we buy a wagon having two shafts 
to be drawn by a billy goat?— 
Fudge Hardware Co. 

ANSWER: Paris Mfg. Co., South 
Paris, Maine. 

x * * 


Spring VALLEY, N. Y.: Provide 
names and addresses of several 
manufacturers of disappearing stair- 
ways.—Kaplowitz & Alpert, Inc. 

ANSWER: Bessler Disappearing 
Stairway Co., Akron, Ohio; Frazier 
Stair Co., 1817 Bankesville Ave., 
Pittsburgh, Pa. and Farley & 
Loetscher Mfg. Co., Dubuque, Iowa. 


* * * 


Boyertown, Pa.: Who makes the 
double wheel, Run Rite, plate cas- 
ters?—W. J. Starrett. 

ANSWER: Hamilton Caster & 
Mfg. Co., Hamilton, Ohio. 


* * * 


DaNniELSON, Conn.: Who makes 
the Haines packless radiator valves? 
—The E. H. Keach Co. 

ANSWER: Wn. S. Haines & Co., 
12th & Buttonwood Sts., Philadel- 
phia, Pa. 


* * *% 


SARINA, ONnT., CANADA: Who 
make the Climax vegetable cutter? 
—The Sarnia Hardware Co. 

ANSWER: Hamilton Metal Prod- 
ucts Co., Hamilton, Ohio. 


HARDWARE AGE 
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SPONGES 


Greatest Value of All 
6%” genuine re 
reenforced . 35e 





Sponges retail at 35¢ ea. 
Box of 10 costs you $2.10. 


Order from your wholesaler. If he 
cannot supply you write us at near- 


est office. 

SCHROEDER & TREMAYNE, INC. 
New York St. Louis 
San Francisco Montreal 












a BLE you" Back’ 


If you do not honestly think that RAPID cutters 
are made of finer material and have sharper and 
better knives than any other slicers on the market, 
and you return your stock of them to us within 
30 days of date of purchase, we will gladly re- 
fund you “Double Your Money Back’’ on your 
order. 

Tempered steel knives guaranteed to remain sharp 
and rust free for 10 years. A fast mover. Gives 
generous profit. Not sold in chain stores. Tested 
and endorsed by Good Housekeeping Institute. 
See your jobber today or write direct. 









No. 6. WITHOUT GUARD 25c¢ No. 8. WITH GUARD 35c 
No. 28. WITH GUARD AND WOODEN HANDLE 
No. 10. THREE-PIECE SALAD SET 


BLUFFTON SLAW CUTTER CO. 


MAIN ST BLUFFTON, OHIO 





600A TORCH 


An outstanding value 


Here’s a fine-quality torch for the 
man who prefers a fully-enclosed 
burner and a lock-down pump—at 
a popular price. This sturdy tool 
is strongly constructed and pro- 
duces a powerful, well-controlled 
flame. The tank is finished in 
highly polished brass. Other low- 
priced torches for the occasional 


user are C & L 800 and C & L 158A. 
Write for descriptive folder to the 
CLAYTON & LAMBERT MFG. CO. 


DETROIT, MICHIGAN 
Makers of world’s largest selling firepots 











REPUBLIC STEEL PRODUC 


PIPE BOLTS AND NUTS 


Plain and copper-bearing steel Bolts, nuts and rivets of all 
Toncan Iron standard and special types. 
SHEETS Lagscrews, turnbuckles, etc. 
Flat and corrugated WIRE PRODUCTS 
Plain and copper-bearing steel Smooth and barbed wire 
Toncan Iron Woven wire fencing and poultry netting 
ROOFING AND SIDING ails and staples 
Flat and corrugated FENCE POSTS 
Roll and V-crimped styles Studded “‘Y”’, punched tee 
Plain and copper-bearing steel and punched angle styles 
Toncan Iron End, corner and gate posts 


REPUBLIC STEEL CORPORATION 
GENERAL OFFICES - - - CLEVELAND, OHIO 











ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 





Price $10.00 a Copy 
Cheek with Order 





“YARD-BOY” INCINERATOR 
and RUBBISH BURNER 


Genuine porcelain enameled steel— 
black speckled finish—will last for 
years—burns paper, leaves, grass, 
rubbish, garbage, etc. Lights at 
top—burns downward—requires no 
fuel. Sparks cannot escape. Ashes 
removed from bottom after several 
burnings, and act as plant fer- 
tilizer. Solves garbage problem 
wherever no disposal is available. 
No. 1 size, §'/2 bushel, Sw 60 Ibs., List $15.50. 


No. 3 size, 3 bushels, wt. 115 Ibs., List $28.85. 
No. 6 size, 6 non a 175 Ibs., -» List $49.50. 
F.0.B. South Bend, Ind. 


DEALER'S DISCOUNT 40% 
Order sample line at once. The 
Yard-Boy sells like hot cakes to 
home and garden owners, schools, 
parks, estates, camps, etc. 


The Malleable Steel ag Co. 
SOUTH BEND, IND. Dept. H. A. 


COBURN 


DOOR HANGERS AND TRACK 


@ For all residential, commercial, and 
industrial purposes, Coburn door 
hangers and track have withstood 
the test of time. Coburn made the 
first enclosed sliding door track al- 
most half a century ago, and 
Coburn track is still recognized as 
the most satisfactory in design and 
construction. Ask us about our dis- 
tributor plan. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 




































239 W. 39th ST.. NEW YORK, N. Y. 




















CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words..... $3.00 
Each additional word...........+ - 
All Capitals, Maximum of 50 words.. 4.00 

Each additional word............ 06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


® CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 
ments 


REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


o 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 days 








previous to date of rubtication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your cmmmanumonee and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





¢ BUSINESS OPPORTUNITIES 





SALESMEN—PAINT DISTRIBUTOR OF 
VALSPAR paints, oils, brushes, glass, needs 
men for full time or sideline. Commission basis 
only. Address Box C-46, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 








COMMISSION SALESMEN WANTED IN 
VARIOUS sections of the country and Canada 
to sell line of phonograph needles to jobbing trade. 
Brands well known. Established over 20 years. 
Very liberal commissions. Address—Plaza Manu- 
facturing Co., Inc., 869 Broadway, N. Y. City. 








SALESMEN DESIRING PERMANENT 
CONNECTION WITH reliable corporation man- 
ufacturing finest fastest sellers, call on furniture, 
hardware, department stores, also jobbers, either 
whole or part time. Address—Dustmaster Corp., 
Dept. H-3, 600 First Avenue North, Minneapolis, 
Minnesota. 





WANTED — EXPERIENCED SALESMEN 
CALLING ON hardware and lumber trade to 
carry fast-selling hardware specialty as side line. 
Eastern and Southern States now open. Nation- 
ally advertised item. Carry in car, deliver and 
collect. Protected territory assigned. Address 
Box C-56, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





SALES REPRESENTATIVES WANTED TO 
HANDLE fast selling hardware specialty items 
already established in several sections of the 
country, on attractive commission basis. Write 
for details and circulars stating territory you 
would cover and previous experience in hardware 
line. Address Box C-63, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 





SALESMAN—RESPONSIBLE MANUFAC- 
TURER OF CROSS-CUT saws, also circular 
saws, wants salesman to call on wholesale_hard- 
ware trade. Must travel most of time. Prefer 
one that has been selling hardware jobbing trade. 
State age, education, experience and territory 
covered heretofore. Address Box C-58, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMEN — REPRESENTATIVE NEW 
YORK WHOLESALE hardware, housefurnish- 
ing and electrical goods house requires the ser- 
vices of several men for oe area, Long 
Island, Westchester, Jersey. ust be thoroughly 
experienced. Only those with following need ap- 
ply. State with whom employed last _ years. 
Confidential. Commission basis only. Address 
Box B-996, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


WELL-KNOWN, ESTABLISHED MANU- 
FACTURER GALVANIZED ware specialties is 
looking for sales representatives acquainted with 
hardware, mill, janitor and hotel supply trade in 
Illinois, eastern Iowa, St. Louis and Wisconsin 
territory. Aggressive and hard worker. Com- 
mission basis. Close cooperation. Write fully 
own handwriting—experience, age, lines now han- 
dled, territory covered, references. Confidential. 
Address Box C-25, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





FOR SALE 
WHOLESALE AND RETAIL 
Hardware Business 
Long and successful operation. Good central 
territory. Clean complete stock. Reason for 
offering: death of executive. Worth investi- 

gation. Inventory $55,000. Address 
MAC HARDWARE COMPANY, Ince. 
Fort Plain, N. Y. § 











SALESMEN NOW CALLING ON HARD- 
WARE stores to seii on liberal commission basis, 
as a side line, a line of screw anchors and a 
boiler plug. Easy to sell. Takes only a few 
minutes to demonsirate. About nine or ten men 
are needed now. They must come well recom- 
mended and must be employed at present. Ter- 
ritories open:—New Jersey, Long Island, Man- 
hattan, Bronx and Brooklyn. Address Box C-59, 
care of HArpware AcE, 239 W. 39th St., N. Y 
City. 

ESTABLISHED SASH PULLEY MANU- 
FACTURFR WANTS REPRESENTATION IN 
THE EAST, MID-WEST, AND WEST. ONE 
WHO HAS EXCEPTIONAL CONTACTS 
WITH ARCHITECTS, MANUFACTURERS 
OF WINDOW FRAMES, CITY AND STATE 
HOUSING DEPARTMENTS PREFERRED. 
GIVE FULL PARTICULARS AS TO PAST 
AND PRESENT ACTIVITIES. CORRE- 
SPONDENCE STRICTLY CONFIDENTIAL. 
ADDRESS BOX C-60, CARE OF HARDWARE 
ra 239 WEST 39TH STREET, NEW YORK 
CITY. 








SALES ACCOUNTS WANTED 


MANUFACTURER'S LINES WANTED FOR 
HARDWARE AND ELECTRICAL TRADE IN 
STATES OF LOUISIANA AND MISSISSIPPI. 
STRAIGHT COMMISSION BASIS. CORRE- 
SPONDENCE INVITED. ADDRESS BOX 
C-51, CARE OF <> ha AGE, 239 WEST 
39TH ST., N. ¥. CIT 








WANTED—SEVERAL FAST MOVING 
ITEMS allied to the hardware line for direct 
mail trade in New York, Connecticut and New 
Jersey. Priced at 75c, $1.00, or $1.25. Give 
complete information in first letter. Address Box 
C-48, care of Harnpware AcE, 239 W. 39th St., 
N. Y. City. 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





CONTACT YOUR TRADE REGULARLY 
WITH business-building house organ. Low cost 
—big returns. 500 copies, $10; 1000, $15. Your 
ad has full front page. Enclose with statements, 
letters, or send out alone. New—Different. Manu- 
facturers, jobbers, dealers, agents—get sample. 
—_—* Agency, 1840 E. 87th St., Cleveland, 
Ohio. 


FINE HARDWARE STORE AND WARE. 
HOUSE, with $6,000 stock of clean merchandise, 
in a good Pennsylvania town. Population in 
ending area 10,000. Would like young man 
with capital and experience to promote the busi- 
ness in a way it really deserves. Good location. 
Has been established for years, we are convinced 
a lot more business can be done with more money. 
Address Box C-62, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 











WANTED — MANUFACTURERS’ AGENT 
WHO DESIRES TO REPRESENT CAST 
IRON SASH PULLEY OF NATIONAL St 
TATION. GIVE OUTLINE OF YOU 
PRESENT ACTIVITIES AS TO TYPE OF 
PRODUCTS AND TERRITORIES SERVED. 
CORRESPONDENCE 2 et Sty een oe 
TIAL. ADDRESS BO C-6 RE 
HARDWARE AGE, 239 WEST 3oTH ‘STREET, 
NEW YORK CITY. 


138 





# An Established Factory Since 1850, 


fully equipped and adapted for work in metal or 
cellulose materi rials, desires new articles er component 
parts of di to With « a — Or- 
ganization covering the U. 8S. we are also 

in marketing new or old articles of — Write 
giving details. 


HAMPDEN MFG. CO., INC. 
17-A Warren St., N. Y. City 

















HARDWARE MAN, EXPERIENCED IN 
THE FOLLOWING LINES: Mill, factory, con 
tractors’, builders’ hardware and cabinet pd eet 
supplies; transmission, paints, oils, varnishes, 
brushes, sporting goods, mechanics’ tools, etc. 
Address Box C-26, care of Harpware Acez, 239 
W. 39th St., N. Y. City. 





EXPERIENCED SALESMAN, AGE_ 30, 
MARRIED, NOW employed, 10 years service in 
wholesale hardware, mill supplies, workshop tools, 
and paints, desires position as salesman for job- 
ber or manufacturer in Maryland or Delaware 
territory or both. Best of references. Address 
Box C-52, care of Harpware Ace, 239 W. 39th 
ot, . ¥. City, 





HARDWARE EXECUTIVE, AVAILABLE 
IMMEDIATELY. HAVE had thirty years’ ex- 
perience in the retail and on Meee 4 hardware 
business, have operated a successful chain of 
retail stores, and am familiar with the buying, 
selling, management and merchandising of all shelf 
hardware lines and specialties. Seeking execu- 
tive position with wholesaler or retailer. Would 
prefer eastern location, but will go anywhere for 
proper opportunity. Can furnish satisfactory ref- 
erence. Address Box C-47, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 


HARDWARE AGE 
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POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 








“SALESMAN 10 YEARS’ EXPERIENCE 
SELLING factory equipment to industrial plants 
in Buffalo and western New York for nationally 
known tool manufacturer. Branch manager 5 
years. Past two years sold hardware jobbers 
in New York, Pennsylvania, West Virginia, Ohio, 
Michigan, and Inmiiana. Single. Excellent record 
and references. Address Box C-11, care of Harp- 
waRE AGE, 239 W. 39th St., N. Y. City. 





MANUFACTURERS’ AGENT, 31, WITH 
FOLLOWING in Western Pennsylvania, Ohio 
territory, would like to carry fast-selling item 
to hardware, electrical, radio, furniture and de- 
partment trade on commission and overage basis. 
Past experience in electrical item, radio midgets, 
food mixers, fans, lamps, skates, etc. Address 
oye of HArpware Ace, 239 W. 39th St., 

‘ ity. 





SALESMAN, TWENTY YEARS’ EXPERI- 
ENCE SELLING hardware and sporting goods, 
nine years’ retail, 11 years’ traveling Eastern 
territory, two years for Arms Company, wants 
permanent connection Southern California, inside 
or travel. Accustomed to responsibilities, knows 
hardware. Age 38. Married. Best references. 
Correspondence invited. Address Box C-31, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable of 
buying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-30, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 





SALESMAN, AGE 40, WITH 15 YEARS’ 
TRAVELLING experience selling hardware job- 
bers, department stores, retail hardware stores and 
industrial trade. Experienced in tools, builders’ 
hardware and _ specialties. Territory Central 
States. Would like to make connection with 
reputable established manufacturer. Salary or 
commission basis. Address Box C-45, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 








SALESMAN: WITH NEW YORK FOLLOW- 
ING among hardware and housefurnishing job- 
bers and dealers, chains, department stores, etc., 
desires position with manufacturer on full or part 
time basis. Ten years’ experience merchandising 
hardware, housefurnishing and_ building special- 
ties with profitable results. Young, aggressive 
and reliable. Address Box C-49, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


EXPERIENCED SALESMAN, AGE 40, 
WITH 400 ESTABLISHED accounts with job- 
bing and retail hardware trade, department stores 
and large auto chain stores, desires to represent 
reputable manufacturer in Philadelphia, Eastern 
Pennsylvania and New Jersey. Can arrange to 

warehouse stock. Married. Excellent record and 
highest reference. Address Box C-53, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





BOOKKEEPER, ACCOUNTANT, OFFICE 
AND CREDIT manager; systematizer, corre- 
spondent; 10 years’ experience in hardware, 
plumbing, and real estate supplies; accustomed 
and capable to handle any volume of business; 
highest credentials; residence conveniently situ- 
ated to reach any locality in New York City, or 
suburbs. Address Box C-57, care of HARDWARE 
AcE, 239 W. 39th St., N. Y. City. 





EXPERIENCED IN HARDWARE, HOUSE- 
FURNISHINGS, ELECTRICAL, plumbing, mill 
and factory supplies; store departmentizing and 
display work, also considerable experience in win- 
dow trimming doing my own show card and sign 
work. Desire to locate for a permanent position 
where hard work and good sales work will be 
appreciated. Address Box C-50, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 





TRAVELLING POSITION WANTED BY A 
capable experienced salesman of hardware, mill 
supplies and specialty items. Have many years 
experience calling on jobbers and large retail out- 
lets in Carolinas, Virginia, West Virginia, and 
other Southern States. Can furnish best of refer- 
ences as to ability and honesty. Address Box 
C-55, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


YOUNG MARRIED MAN DESIRES CON- 
NECTION with reputable manufacturer. Ten 
years’ contact with wholesale hardware and sport- 
ing goods jobbers in the following territories— 
New York, Ohio, Indiana, Kentucky, Missouri, 
Iowa, Illinois, Michigan, and Wisconsin. Age 36, 
excellent references. Present headquarters in 
New York City. Can be changed if desired. 
Address Box -o care of Harpware Ace, 239 
W. 39th St., N. Y. City. 

CREDIT EXECUTIVE, ACCOUNTANT 
AND OFFICE MANAGER is available as_ my 
future in my present connection is limited. Past 
record of 12 years, beyond question, nine years 
in present position fo: leading wholesale hardware 
concern; handling credits, collections, specializing 
in the legal angles of credits, general accounting- 
correspondence. Thoroughly experienced in Mari- 
time and State lien laws. Efficient systematizer 
and office manager assuming large responsibilities. 
Pace Institute of Accounting and Business Ad- 
ministration graduate. Age 33, Christian, Ameri- 
can whose business and character affiliations can 
stand rigid investigations. Address Box C-13, 
care of Harpware AGE, 239 W. 39th St., N. Y. 
City. 











RESPONSIBLE AND CAPABLE SALES- 
MAN, a hard worker, with good personality, and 
with fifteen years experience calling on whole- 
sale and retail hardware trade, department stores 
and large industries in Pennsylvania, Ohio, West 
Virginia, Maryland, Kentucky, Indiana and Iili- 
nois, desires position with reliable and reputable 
concern. Free to travel. Locate anywhere. Ref- 
erences furnished. Address Box C-54, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 





Hardware Personnel 


Our files contain applications of several hundred ex- 

ge and well-trained employees in the hard- 
re industries. 

sai NO CHARGE To SERVICE. FOR THIS 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT } seas 
152 West 42nd ve New York City 
WIS. 7-1802, 1803 

















LOOD VICTIMS—Attention! ! 


Readers of HARDWARE AGE 
whose places of business have 
been damaged by the recent flood 
are invited to make full and free 
use of our news pages to acquaint 
manufacturers and wholesalers 
with their needs for the replace- 
ment of merchandise and cata- 
logs. This will facilitate the 
resumption of normal business, 


HARDWARE AGE 


239 West 39th Street 


damage. 


NEW YORK CITY 


saving our readers both time and 
expense in getting out notices. 


As long as our available supply 
lasts, copies of the annual HARD- 
WARE AGE “WHO MAKES IT?” 
Directory will also be furnished, 
without charge, upon request 
from readers who suffered flood 
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1 Unequalled Locking Device. 
* Snaps together instantly. Cannot 
slip or come apart. 
2 Exclusive FADE-AWAY Crimp. 
* Forced fitting eliminated. Snug, 
smokless fit positively assured. 
Joints stay together. 
3 Precision Fabrication. 
* Makes every joint up to the me- 
chanical standard. 
4 Quality Merchandise. 
¢ All the way thru. 





There IS 


Something new in 
Stove Pipe Merchandising 
It’s the new 
















MILCOR_- 
DISPLAY RACK 


This sturdy rack displays 
three joints of pipe and 
two elbows — brings the 
pipe right out where cus- 
tomers will see and buy. 
Sent free with Stove Pipe 
orders. 





MILCOR STEEL COMPANY 


MILWAUKEE, WISCONSIN Ny 110) @) 5 |e) 


Chicago, Illinois Kansas City. Missouri La Crosse, Wisconsin 


The cMilcor Stove Pipe 


Display Rack is made of 
100 point Bristol Board, 
lined with buff covering 
and printed in five col- 
ors. Send for literature. 
Send also for new cir- 
cular on Airtite Heaters. 
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A Strong MOULTON Ladder 
With QUALITY Built Into lt—— 


Our YALE (Mechan (Mechanic Type) Step- 
ladder is a trade winner. Made 
STRONG to last LONG. Made 
SAFE to PROTECT THE USER. 
Finished right to sell on sight. 
Has malleable top hinges clamped 
over top—!'4 in. Steel rod under 
each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in, Legs 2% in. with 1/4 in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 
Wat. approx. 3 Ib. per ft. 


Send for Literature and Trade-prices. 


THE MOULTON LADDER MFG. CO. 


Somerville Mass. 





















MOLDED RUBBER GOODS 


mre ge? 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to mana- 





ELASTIC TIP seins 
370 Atlantic Ave., Boston, 


coun’ 

















facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 





































Increase dime sales W\TH THIS NEW ALLMETAL 
REVOLVING DISPLAY CABINET... . . 2s FREE! 


With an order for only 72 window 
front packets of Moore Push-Pins, 
glass and aluminum heads, and push- 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis- 


> ee 


re 








play cabinet . . . Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter. 
Start this very day to increase your 
dime sales...order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 


OODODOOOO 
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MADE-TO-ORDER 
PERSONALIZED 
BUSINESS GETTING 

MAGAZINES — 


Ten years of constructive service torphe Hardware 
Trade has established Besting™ Store: Magazines as 
resultful, direct-to-home advertising media. 

A tested meang, of cooperative sales effort for 





Ask about the New 
Bunting Service aggressive dealers, jobbers and manufacturers. 


The Bunting System 


NORTH CHICAGO, ILL. 















Bommer 
ene Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 
































afl | eo SAVE FURNITURE 
INSULATED-NOISELESS FOR TILE 
LARGE SIZE FOR METAL & WOOD BEDS 

If he is not supplied, write to 


Genuine NQMES % SILENCE 
FLOORS-CREATE QUIET 
pre OR MARBLE FLOORS IN 

LARGE CHAIRS & ALL FURNITURE.. 

DOMES of SILENCE, Inc., 35 Pearl St., N. Y. C. 








HARDWARE 


LS poco everywhere as a 
product of quality. A complete 
line to meet every building require- 
ment. Send for illustrated catalog and 
join the ranks of National dealers. 


National Manufacturing Co. 











SLIDE SILENTLY - SOFTLY- SMOOTHLY 
Look for words DOMES of SILENCE” 
BATH ROOMS. RESTAURANTS, ETC. 
Ask your Jobber— 
142 
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Midwest Tool User Makes 
Test of Durability of 
New Files 


In a large middle western plant the foreman, a 
man with twenty-six years’ experience with 
files, tried our new products. He readily ad- 
mitted that the new tooth construction with up 
to 3 times as many cutting edges per square 
inch removed large amounts of stock far more 
rapidly than ordinary files. 












Only one thing more he wanted to know 





How long would these new Nicholson, Black 
Diamond and McCaffrey Files last— would the 
high cutting speed wear them out quickly? 
Leave them with me, he said. 


On Our Representative’s Next Trip 
These New Files had outlasted old style files by 


literally thousands of strokes. New standards 












nO So “4: a 
FS % of durability and economy had been established 
= because 





Reserve Cutting Edges Go To Work 
As Old Ones Wear Down 
Urge your customers to test these New Files for 
ability to remove stock — rapid cutting and 
durability. At Hardware Wholesalers. Nichol- 
son File Company, Providence, R. I., U. S. A. 








@) PATENTS PENDING 


A Fite FOR EVERY PeRP ere 
xX y | 
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OATMEAL and 
APPLE PIE 
CUSTOMERS 


Stick to STAYNLESS 
Plain, Lead Greased .22s 


jointed ye galore stick to regular Winchester Staynless lead 

greased .22s just as gladly as they stick to well-founded prefer- 
ences in chow. They know from their own experience and observa- 
tion that this ammunition is what they want for everyday, all-’round 
use. Clean in the rifle bore because Staynless, which means no rust. 
Precision-made greased solid lead bullets. Dependable. Accurate. 
Powerful. Right in price. And Winchester-developed directly from 
the world’s first successful rim fire cartridges and bearing the same 
original marking. } 

Others just as steadily buy Winchester Staynless Kopperklads, 
with Kopperklad bullets instead of lead greased. Carried loose in 
pockets, they make no muss, collect no grit. 

Long range shooters, especially hunters of woodchucks and other 
farm pests, want your Winchester Staynless Super Speeds—.22 rim 
fires in regular sizes but 25% more speed, 60% more power ! 

And target shooters want famous Winchester Precision Target 
.22 Long Rifles, the winning ammunition used by leading marksmen. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN., U. S. A. 


WINCHESTER 


TRAOE MARK 


.22 Rim Fire Cartridges 


Stock Winchester .22 rim fires FAMOUS SMALL BORE 
NOW, through your regular MARKSMEN SHOOT 
Jobber: Folders for counter dis- HIGHEST SCORES WITH 
tribution free on request. WINCHESTER .22s 


(1) Dave Sue, .% highest 
i H ranking score for U. S. team in 
ee a > = 1935 International Dewar Team 


| Fires for ordinary ranges. 
| . : Match at Camp Perry, 400 x 400 
Choice of solid lead greased =29Xs. Won the Preliminary in 


or self-lubricating Kopperkiad " 
: * great 1936 Metropolitan Indoor 
bullets, solid or hollow point. Matches, 1498 x 1500. 


(2) Wm. Patriquin. Made high- 
est score for U. S. team in 1935 
International R. W. S. Team 
Match at Comp Perry, 400 x 400, 
the only perfect score. 

(3) Dan Scarborough. Made the 
highest score for U. S. team in 
1935 International Fidac Team 
Match at Camp Perry, 400 x 
400, the only perfect score. 

(4) Walter Shonessy. Won the 
great 1936 Metropolitan Indoor 
Individual Championship, with 
500 x 500-—38Xs. 


ALL SHOT WINCHESTER 
PRECISION EZXS 


+ YA ~ . 
1 a Winchester Super Speed .22 
Winchester Pre- Rim Fires for long range shoot- 
cision EZXS for ing, super speed and super 
smallbore match power. Choice of solid lead 
shooting. Solid lead greased bullets or Kopperkliad, 
greased bullets. solid or hollow point. 


HARDWARE AGE 





